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Rough Proofs 


Doremus is now handling the 
account of the Knock-em-Stiff 
Products Company, and George 
Wruck thinks this may be an off- 
shoot of the atomic power indus- 
try. 

7. 9 

Gladys the beautiful reception- 
ist says that after sitting for hours 
in doctors’ waiting rooms, media 
men are willing to agree that 
space and time buyers aren’t so 
bad. 


— ee 


Fisher Body has set up a new 
department of public relations, 
and it’s just possible that some 
new cars with beautiful bodies by 
Fisher will be the best possible 
public relations in 1946. 


* 2 ¥ 

Joe Kennedy thinks his 
favorite state of Massachusetts 
needs a department of commerce 
and a $600,000 advertising bud- 
get, and maybe the commonwealth 
could persuade him to run both. 


ie. 

Rough Proofs thought its 16- 
year campaign to persuade adver- 
tisers not to print it “Xmas” was 
a success until it discovered the 
idea hadn’t even been sold to the 
editors of ADVERTISING AGE. 


7, YY 
Some people call every phono- 
graph or radio combination a Vic- 
trola and every refrigerator a 
Frigidaire. This is very flattering 
but most discouraging to the ad- 
vertisers. 
, FF 
The peanut industry is planning 
to start advertising, now that the 
wartime demand for its products 
has subsided. This ought to be 
good news for circuses, small boys 
and elephants. 
-— ee FF 
KDYL illustrates the current 
tendency toward more conserva- 
tive copy in talking about Utah’s 
“almost inexhaustible” coal de- 
posits. Not so long ago the copy 
writer would have said “inex- 
haustible” and let it go at that. 


— eS 
Southern farm publishers smiled 
a little smile when they noted that 
only 51% of farmers in the South 
own radios, compared with the 
national average of 73%. 


v v v 
A movie star whose third hus- 
and had just walked out on her 
usred to the phone to tell it all 
‘o Louella Parsons. Her heart 
was breaking, but the publicity 
ingle was terrific. 


a = Se 
Realsilk, the story says, is now 
dvertising for salesmen to call 
n hungry customers. By the way, 
an you really get real silk hosiery 
ow? 
, (| 
Gene McCaig thinks Kentucky’s 
state motto, “United we -stand, 
livided we fall,” Las something 
to do with Bourbon. Only to the 
extent, Gene, that the Paris of 


Kentucky is in Bourbon County. 
ow. 


Your Christmas turkey ought to 
look good to you— it’s the first 


Yuletide fowl you’ve carved in 
eacetime since December 25, 
1940. 

Copy Cus. 
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READY NOW—AND COMING UP—Latest in the ad battle of postwar “firsts” 


offered by Gimble and Macy are these newspaper announcements. 


Macy's 


precision-built homes can't be ordered until after Jan. |—but Gimbel says 
they're ready now. (Story on Page 8.) 


Building Industry 
Backs Ad Drive 
on U.S. Housing 


Washington, Dec. 20.—Although 
many features of the government 
program to stimulate residential 
house construction were viewed 
skeptically by a special session on 
housing here this week, represen- 
tatives of all branches of the 
building industry were agreed on 
the need for an information and 
advertising program to explain the 
situation to the public. 

Without dissent, the group en- 
dorsed an all-inclusive plan out- 
lined by Simon Lesser, of the 
media program division of the 


Office of Reconversion. To put 
their cooperation into concrete 
terms, industry people approved 


appointment of a special informa- 
tion committee representing the 
varied real estate, financing, build- 
ing and producer groups. 

The over-all information plan 
calls for large scale industry as- 
sistance in national and _ local 
media on two major themes: 

1. If you are going to buy or 
build, seek expert advice; 

2. If you are housed, stay put 
and give veterans a crack at 
vacancies and new houses as they 
become available; share space 
with veterans if you have it. 

Already approved by the Ad- 
vertising Council, and assured the 
assistance of all council facilities, 
the program represents the first 
major product of the media pro- 
gram division. 

It involves the ideas of seven 
government agencies, including 
NHA, OPA, Agriculture, Com- 
merce, CPA, Federal Reserve and 
Veterans Administration, and is 
sponsored by them jointly. 


Want free facts? 
See ‘Information for Ad- 


Ted Patrick Joins 
Curtis to Explore 
Pictorial Field 


Philadelphia, Dec. 19.—The long 
rumor that Curtis Publishing Com- 
pany contemplates entering the 
picture magazine field was bolst- 
ered today by announcement by 
Walter D. Fuller, Curtis president, 
that Ted Patrick, vice-president of 
Compton Advertising, New York, 
on Jan. 1 will join Curtis to assist 
in the study of potential new busi- 
ness opportunities which the com- 
pany has had under consideration 
for some time. 

Mr. Fuller said that Mr. Patrick, 

(Continued on Page 57) 


Major Newspapers Plan 
to Sign for ‘Network’ 


Airlines Expand 


Advertising Plans 
Sharply for 1946 


| New York, Dec. 20.—With bet- 
ter equipment, expanded routes 
and anticipation of greatly ex- 
panded business, United States 
airlines plan considerably larger 
advertising budgets for 1946, Ap- 
VERTISING AGE has learned. 
American Airlines, New York, 
which this year spent about $750,- 
000 in “commissionable” advertis- 
ing, through Ruthrauff & Ryan, in- 
tends to increase its efforts in 
magazines, business papers, and 
especially in newspapers, both for 
domestic routes and American 
Airlines System, now embracing 
American Export Airlines. 


Await Government Approval 


The extent of the increase will 
depend in part on government 
approval of some route applica- 
tions now on file. This company 
is now expanding its advertising 
department. P. P, Willis, who has 
long been executive on the ac- 
count at R&R, is moving over as 
its first advertising director. 

(Continued on Page 58) 


Last Minute News Flashes 
Report LaRoche Tie-Up with Ellis Agency 


New York, Dec. 21. — Negotiations between Sherman K. Ellis and 


vertisers, Page 12. 

Other features: 
Ad-libbing . 
Admen Coming Back 46 
Editorials 12 | 
Feature Page . 29 | 
Getting Personal . 26 
In Washington . 38 
Obituaries él 
Photographic Review 63 
Private Lines 4) 


Rough Proofs . | 1] 
Voice of the Advertiser 52 | 


Chester J. LaRoche, whereby Mr. LaRoche will acquire an interest 
in Sherman K. Ellis & Co., were reported pending here today. As 
ADVERTISING AGE went to press neither Mr. LaRoche nor Mr. Ellis 
would confirm these reports. Mr. LaRoche resigned his position as 
director of operations of the American Broadcasting Company in Sep- 
tember, and sold his 124%% interest in ABC Oct. 19. 


Willys-Overland Ups ‘46 Budget 25°/, 

Toledo, O., Dec. 21.—Willys-Overland Motors will expand adver- 
tising 25% in 1946, through United States Advertising Corporation, 
to promote not only the Jeep, but a passenger car, truck and general 
utility vehicle. Magazines, farm publications, business papers and 
newspapers will be scheduled. 


Simmons to Promote New Electronic Blanket 

New York, Dec. 21.—Simmons Company in January will start pro- 
motion in four business papers for an electronic blanket, followed by 
four-color pages in the Jan. 14 Life and Jan. 26 Saturday Evening 
Post. 
& Gardens. General consumer distribution of the $39.50 blanket will 
start in the spring. Geyer, Cornell & Newell handles Simmons blank- 
ets, Young & Rubicam the rest of the account. 


Cecil & Presbrey Named for Fleetwood Drive 

New York, Dec. 21.—Philip Morris & Co. has appointed Cecil & 
Presbrey to handle advertising for Fleetwood cigarets. 
campaign in the New York metropolitan area will begin Jan. 1, with 
the initial effort concentrated in radio and car cards. 


Polaroid Names BBDO for All Products 

Cambridge, Mass., Dec. 21.—The Polaroid Corporation has appointed 
Batten, Barton, Durstine & Osborn, New York, for all its products. 
A campaign will be launched in March for a new product, Polaroid 
day driving visors, employing national magazines and automotive 
business papers. 


Plans West Coast Push for Wheatena | 
New York, Dec. 21.—Wheatena Corporation will use newspapers in| 
48 cities on the West Coast in January in the first big campaign on 
Wheatena cereal in that area. For a deal of 10 cents off on every | 
package, the company will use 50, 600, and 220-line ads. For its) 
standard package copy, Wheatena will concentrate on 220-line ads. | 

Compton Advertising, Inc., has the account. 
(Additional News Flashes on Page 2) 


Advertising also will include American Home and Better Homes | 


An intensive | 


Harper Report Urges 
‘Selective’ Papers 
as National Medium 


By LAWRENCE M. HUGHES 


New York, Dec. 20.—Although 
formal contracts had not been re- 
ceived, virtually all of the 23 
“central area” major city news- 
papers which have expressed gen- 
eral approval of the American 
Newspaper Advertising Network 
have informed ADVERTISING AGE 
that they definitely intend to sign 
for it. 

The network, for group selling 
of black and white space in daily 
and Sunday newspapers, is being 
formed by a committee headed by 
Harold B. Sherwood, New York 
News, based on extensive research 
by Marion Harper Associates, New 
York. ANAN is now being incor- 
porated under Delaware laws. 


Supplementary Groups Planned 


In addition to the central group 
of 23 papers there will be groups 
in New England, on the Pacific 
Coast, and in the Southeast, South- 
west and Rocky Mountain areas. 
The New England group, meeting 
in Boston last week, approved a 
report of a special study @£ that 
area by Mr. Harper. The Southeast 
group will meet in Atlanta Jan, 2 
and the Southwest group im Dallas 
Jan. 20, on similar plans, ? 

All but three of thé géntral 
group publishers who tephied @% 
the AA query said that thet newae 
papers will sign for thé BG@iwor, 
and at least two of thai aie ex= 
pected to do so. The 2e@tigpéiie 
Courier-Journal and ‘Times pe= 
ported that “we are definitely Gn- 
terested,’ and the St. Dowis Pome 
Dispatch wired that “the general 
plan meets with our approval” 
However, Earl McColiim, presi- 
dent of the Kansas City Star and 
Times, replied that “we have not 
had an opportunity” t@ Consider 
the plan, and “cammot tell you 
what our decision will be.” 


The Basie List 


In addition to these thee and tihe 
New York News, newspapers ex- 
pected to join the eémtral group are 
the New York Times, Atlanta Jour- 
nal, Baltimore Sun, Boston Globe, 
Boston Herald-Traveler, Chicago 
Tribune, Cincinnati Times-Star, 
Cleveland Plain Dealer, Columbus 
Dispatch, Des Moines Register & 
Tribune, Indianapolis News, Mil- 
waukee Journal, Minneapolis Star- 
Journal & Tribune, Newark News, 
| Omaha World - Herald, Philadel- 
phia Bulletin, Philadelphia In- 
quirer, Providence Journal-Bulle- 
| tin, and Washington Star. 
| The principal gaps at present in 


| 


And Now... 


No beefs today; no gripes; 
no bad news. Just a Merry 
Christmas wish to a swell 
bunch of AA readers who 
have cheered us up through 
paper shortages, typeless is- 
sues, and other minor im- 
pedimenta to the publication 
of a weekly newspaper of 
marketing. 
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the central group’s 19-state area, 
which extends from the Atlantic 
to Minnesota and Nebraska, are 
in Buffalo, Detroit and Pittsburgh. 

The Atlanta Journal is not 
geographically a part of the cen- 
tral group but is a nucleus of the 
Southeast group. 


Huge Research Project 


The Harper findings were re- 
ported to the central group papers 
this fall in a 204-page volume en- 
titled, “Group Selling of News- 
papers to National Advertisers,” 
and a 130-page appendix of tables 
on newspaper, magazine and net- 
work radio coverage of counties 
in this wide area. 

“The failure to sell their prop- 
erties as a national medium,” the 
study found, “threatens to restrict 
newspapers almost exclusively to 
the local field, where they must 
sell at lower rates against the in- 
creasing competition of local radio 
stations, shopping newspapers, and 
eventually frequency modulation 
and television. . . 

“In our judgment group selling 


will afford to newspaper publishers 
the most feasible means of re- 
establishing newspapers in their 
rightful place as a profitable na- 
tional medium.” 


Delves Into Statistics 


Although national advertisers 
increased their combined expendi- 
tures in newspapers, magazines 
and network radio by $250,000,000 
in the period from 1940 through 
1944, “newspapers were able to 
get only $12,000,000 of this new 
money,” the report showed. In- 
stead of using newspapers to 
achieve national coverage, most 
national advertisers use them “on 
a very selective basis as to mar- 
kets to support periodic sales 
drives, to intensify coverage of big 
city markets and for the introduc- 
tion of new products... 

““Newspapers should not depend 
upon informative general or ‘good- 
will’ type of selling, bearing in 
mind that the successes of the 
radio networks and the magazines 
have resulted from the highly spe- 
cialized, intelligent and aggressive 


sales work of the individual net- 
works and magazines, and not 
from the promotional work of the 
Magazine Advertising Bureau or 
the National Association of Broad- 
casters.” 


Check Advertisers, Agencies 


Interviews with national adver- 
tisers and agency executives found 
them “almost unanimous ... in 
favor of the group selling idea. A 
group such as the ‘central group’ 
can offer the manufacturer greater 
coverage at provably lower cost 
than any competing medium. The 
market represented by such a 
group is concentrated in urban 
centers where population and mer- 
chandise outlets are most nu- 
merous, where retail sales bulk 
large and per capita buying power 
is highest.” 

The American Newspaper Ad- 
vertising Network plan calls for 
organization of a “separate and 
centrally directed sales organiza- 
tion of the very highest calibre. 
Men must be employed who are 

(Continued on Page 60) 
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THE FEBRUARY 1946 ISSUE of AVIATION MAINTENANCE will be 
ca COMPLETE ENCYCLOPEDIA of Airport Construction, Airport 
Operations and Aircraft Service Operations ... it will be the 


official “HOW-TO” guide for those who plan to get going, and 


those who are modernizing and enlarging present facilities. 


For months AVIATION MAINTENANCE 
has been deluged with requests for practical, 
authoritative information on every conceivable 
subject by air-minded men who will build and 
are now operating thousands of airports all over 


this country. 


The February “HOW-TO” Issue will give the 
answers. It will be the biggest thing of its kind 
ever compiled. It will be the Guide Book for an 
immense new industry. See that your products or 
services are in on the ground floor. You must act 


quickly — time and paper is limited. 


utilities. 


tion, etc. 


revenve. 


Sound airport planning — Adequate land- 
ing facilities — Adequate service facilities. 
How to budget airport construction cost 
—Real estate, clearing, grading, drainage, 
soil stabilization, topsoil, turfing, paving, 
fencing, marking, lighting, building, 


How to solve field construction problems. 
How to light an airport. 

How to install field fueling systems. 

How to solve hangar problems, construc- 


Providing adequate equipment for air- 
port field maintenance— mowers, rollers, 
plows, crash trucks, field cars, service 
trucks, fire fighting equipment, emer- 
gency lighting, seeders. 


Making the airport pay — sources of 


Here is a PREVIEW of a few of the 
Chapter Headings of this “HOW-TO” Issue 


A case history of a successful airport. 
Functions of the aircraft service operation. 


How several aircraft service operators 
may be at a single airport, each provid- 
ing highly specialized services. 

How to secure an airplane sales agency 
and parts and accessory agency. 


How to put the operating plan into effect 
—how to establish an aircraft service 


operation. 


cessory sales. 


operator. 


How to lay out and select facilities and 
equipment for large and small repair, 
overhaul and service shops. 


How to make base operations pay. 
Making the airplane sales agency pay. 
Building revenue through parts and ac- 


Case history of a successful service 


AVIATION MAINTENANCE 
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Aviution 


Call or write AVIATION MAINTENANCE now 
205 East 42nd St., New York 17; 


— = = 333 North Michigan Ave., Chicogo 
aa a 1; Leader Building, Cleveland 14; 

= es: ‘pie * Duncan A. Scott & Co., West Coast 
* “t om Representative, Mills Building, San 
— aintenance =: 


SERVES THEM ALL 


ing, Los Angeles 13. 
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Last Minute News Flashes 
Newspaper Groups Pledge Newsprint to Needy 


New York, Dec. 21.—Newspaper associations covering all part; of 
the country have reported to Cranston Williams, general manage, , 
American Newspaper Publishers Association, their intention to see 4, 
it that no newspaper suspends for lack of newsprint after the end of 
government restrictions Dec. 31. 


Featherline to Advertise ‘Tomorrow’s Iron’ 

New York, Dec. 21.—Featherline Corporation is readying a prelim. 
nary advertising campaign for electric irons, featuring temperatuy 
control, and the slogan “Tomorrow’s Iron Today.” Newspapers jy 
key cities, one radio program, and at least two national magazines wi) 
be used beginning in February, with the full campaign planned {fo 
April through William J. Patzens Advertising Company. The com. 
pany expects to spend up to $250,000 in 1946. Irons will be distrib. 
uted nationally on a fair-trade basis. 


Semler Extends Ad Program for 1946 


New Canaan, Conn., Dec. 21.—R .B. Semler, Inc., reports advertis. 
ing expenditures for 1946 will be larger than 1945, and 300% more 
than in 1941. Chief media will be radio and magazines. Agency for 
Semler’s Kreml and Gibbs cold cream soap is Erwin, Wasey & Co. 
New York. 


General Motors Starts MBS Series 

Detroit, Dec. 21.—General Motors Corporation today started a Mon- 
day and Friday program, “Your Land and Mine,” on 282 MBS sta- 
tions, 10-10:15 p.m., EST. Featuring Henry J. Taylor, the series wil] 
cover social and economic trends in the U.S. G-M continues the NBC 
symphony series. The Kudner Agency, New York, is in charge. 


NIAA to Meet at Atlantic City 

Chicago, Dec. 21.—W. Lane Witt, president of the National Industria} 
Advertisers Association, has announced that the 1946 convention wil] 
be held at the Hotel Claridge, Atlantic City, June 20-22. The New 
York City and New Jersey chapters will be the sponsors. 


jt 


real and London, will handle ad- 
vertising of the products dis- 
tributed by Export Merchandising. 


Export Group Begins 
Active Operations 


Export Merchandising Ltd., 
formed to promote the sale of 


British goods in Canada and the 
U. S., has started active opera- 
tions. Hugh Mackay, Canadian 
financier, heads the group. E. S. 
Lindabury, for many years a 
senior executive of Hudson’s Bay 
Company, has been named gen- 
eral manager, with offices in 
Montreal. 

Harold F. Stanfield Ltd., Mont- 


Longmore Named 


D. E. Longmore, vice-president 
of McKim Advertising, has been 
appointed manager of the agency’s 
Montreal office, succeeding J. J. 
Gallagher, who has retired. Mr. 
Longmore has been with McKim 
for more than 25 years, serving in 
its London, Vancouver and Tor- 
onto offices. 
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new 1946 schedule. 
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(25¢ IN CANADA 


Narheort Save linda ® 
Temeel Ldeten 


“the phantom hunter” 


Gripping tales of the North Woods —and all of them 
true stories of actual happenings. FUR-FISH-GAME is the 
bible for outdoorsmen, for it is written for professional 
hunters and trappers as well as vacationists. That’s why 
FUR-FISH-GAME often ranks lowest among all outdoor 
magazines in cost of inquiries and sales. Include it in your 


The A. R. Harding Publishing Co. 
175 E. Long St., Columbus 15, Ohio 
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Lest for a Man 


with an Lcellent Memory 


Both of the men above pictured have many things in common: 
both are very famous; both, very generous; both, full of good 
spirit. 

What they do not have in common is how well people remem- 
ber their names. Everybody seems to know Santa Claus—but 
few seem to know his famous twin. Do you? Do many right 
in your office? 


That’s the point of our story. Why is one so well-remembered; 
why is the other so soon forgotten? 


It is the story of advertising-constancy. The well-remembered 


name is not the result of advertising spurts and stops. 


It is the result of a steady uninterrupted stream of advertising. 
America’s ablest advertisers understand that fact. They know 
that a brand name will be no better remembered than the name 
of Edwin Markham, the great American poet whose famous, 
“Man With The Hoe” immortalized him. They know that once 
a brand is ‘‘out of mind’’— its maker is soon out of pocket, too. 


They know their advertising silence is just another way of 
writing a brand name’s obituary. 


And to advertise on the most economical basis and to earn the 
richest returns—they’ve chosen the cream of the class-and- 
quality sportsmen market reached by Outdoor Life and Field & 
Stream. Here’s an all-man audience—men of means—who 
spend readily and liberally . . . who think no more of paying 
25¢ for their favorite magazine than they do $25.00 for a 
mere dozen of salmon flies. And this audience will be an even 
greater prize as millions of fighters who’ve learned to live in 
the open and to handle a gun come back and join America’s 
profitable market of sportsmen. 


@utdoor Life 


Two I ndependent 


ield &£Stream 


Leaders 
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4 
Ad Managers to Hold 


‘Charter Convention 


The charter convention of the 
Southeastern Classified Advertis- 
ing Managers will be held Jan. 
2-5 at Charlotte, N. C., and officers 
and directors of the International 
Association of Newspaper Classi- 
fied Advertising Managers are to 
meet there at the same time. The 
sectional group, which succeeds 
the Carolinas Classified Advertis- 
ing Managers Association, is head- 
ed by C. C. Mulholland Jr., a Dur- 
ham Herald-Sun. 


Agency Changes Name; 


Shifts Executives 

Swafford & Koehl, Inc., New 
York and Cleveland agency, has 
changed its name to Koehl, Landis 
|& Landan, Inc., effective Jan. 1. 
|The change is being made con- 
current with Charles K. Swafford’s 
resignation as a director to devote 
full time to his personal interests. 

Albert E. Koehl retains his posi- 
tion as president and director of 
the company. A. A. Landis, vice- 
president in charge of the Cleve- 
land office, has also been named 
secretary and director. John R. 


; Landan has been appointed vice- 


president and director. 


Heads Y&R Research 


Col. John D. Witten, recently 
retired as chief statistician of the 
Army Service Forces, has been ap- 
pointed research manager of 
Young & Rubicam, New York. Col. 
Witten, who before entering the 
Army was president of the Re- 
search Institute for Business Ad- 
ministration, New York, will re- 
port to Dr. George H. Gallup, 
vice-president and research di- 
rector. 


Advertising Age, December 24, \945 


From the standpoint of adver- 
tising activities, the decision of 
the federal court that the railroads 
are to be the new owners of the 
Pullman sleeping car service is 
probably the most favorable that 
could have been reached. The 
chances favor the present manage- 
ment of Pullman continuing to op- 


Popularity is always rewarding. Farm JouRNAL is the choice over any 


other rural magazine by a substantial half million. And this advantage is 


where it counts most... in the top half counties where farm families have 


the most money to spend. Farm JOURNAL’s immense, overall subscription 


list — 214 million — rewards advertisers handsomely by getting results — 


call after call. 


Farm Journal +o: s+ s+ wsen2 


GRAHAM PATTERSON, 


Publisher . 


PHILADELPHIA 5 


erate the service, and the success 
of the long and consistent adver. 
tising program in building goog 
public relations during a period o; 
great service difficulties should in. 
Sure its continuance. Improve. 
ments in equipment will be made 
as planned, so that the advertising 
will have plenty to talk about 
Young & Rubicam, Chicago, ha; 
the account, amounting to about 
$800,000 a year, mostly in maga- 
zines. 


* oo * 
Retailers will enter 1946 with 
the smallest inventories in his- 


tory, due to the tremendous holi- 
day demand, which according to 
some store executives, has ab- 
sorbed everything but the door 
knobs and chandeliers. While 
higher prices explain part of the 
increase, the number of individual 
transactions is reported by many 
department store heads as the 
largest on record. Significance of 
this is that stores in all lines are 
interested in merchandise of all 
kinds, even though their chief con- 
cern right now is getting a more 
normal supply of staples such as 
clothing and other textile prod- 
ucts. 
co ae oe 

The Traffic Audit Bureau is 
working on new measurement 
bases of coverage, representation, 
penetration and illumination of 
outdoor advertising under V. H. 
Pelz, formerly with General 
Foods, who recently became man- 
aging director. 

Field work on the new measure- 
ments will be started in late 
spring, and first findings may be 
summarized by the end of June. 

co ok % 

The American Meat Institute, 
Chicago, contrary to rumors, has 
not decided on a particular radio 
program or network. However, 
the company and its agency, Leo 
Burnett Company, are on the 
lookout for a top network show. 
AMI last sponsored “The Life of 
Riley.” 


Lynn Aldrich Resigns 
‘Daily News’ Posts 


Lynn E. Aldrich has resigned as 
vice-president, treasurer and di- 
rector of the Chicago Daily News, 
Inc., and as vice-president, treas- 
urer and director of the Chicago 
Daily News Printing Company. He 
also resigned as secretary, treas- 
urer and director of the Daneco 
Corporation. 

Mr. Aldrich has been associated 
with the Chicago Daily News 
since March, 1927. His futur: 
plans have not been announced. 


Higgins Associates 


Get Appliance Division 


Andrew J. Higgins, whose Nev 
Orleans manufacturing divisi: 
recently halted operations becaus‘ 
of strike troubles, has “presented 
the appliance division of Higgin 
Industries, Inc., to its present op- 
erating heads, J. O. Crary, L. V 
Busenlener and W. H. Bramblett 

These executives have organized 
Industries Sales Corporation t 
distribute the lines of commercial! 
and domestic products formerly 
handled by the _ division. Mr 
Crary has been named president 
of the new company. 


NO USE TURNING 
CUSTOMERS AWAY 


And yet you moy If You 
e doing just that. 
There's a7 billion) Manufacture 
dollar market you and Sell 
could encourage§j COSMETICS 
simply A letting 
these people know you’d welcome their 
business. For the Negro looks to his race 
press for guidance. Your advertising in 
the Negro papers can earn his confi- 
dence, good will and regular patronage. 
But whether your product is cos- 
metic, food, drink, wearable, or any- 
thing else, it will pay you to write to 
Interstate United Newspapers, Inc., 545 
Fifth Ave., New York, for the facts on 
the success stories built out of reach- 
ing this great and growing market. 
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me COMPANION READERS WILL BE FIRST TO 
ENJOY IT. IT'S A WARM AND MOVING STORY BY 
THE PULITZER PRIZE-WINNING AUTHOR OF 
“GRAPES OF WRATH” AND "OF MICE AND MEN.” 
COMPLETE IN THE DECEMBER COMPANION. 


PIRGP ARTICLE Mis 
BY NO.1 WOMAN Ss 
ATOM-TAMER ..- 
CAN WE CONQUER WARS? HOW! 
LISE MEITNER, FAMED WOMAN 
PHYSICIST AND PIONEER IN 


Zz SPLITTING A= i 

THE ATOM, GIVES /} a 

HER FIRST MAGAZINE Pate aN 

‘ va STATEMENT ON WHAT THE ae ye 

av BOMB MEANS TO HUMANITY. NAS 5 A 

HER HOPEFUL ARTICLE,"YOUR LIFE IN THE ATOMIC AGE; | 
LY 


IS INTHE DECEMBER COMPANION. 


/ ME SUCH ATRIP IS COMING SOON, SAYS 
Jay WAROLD WHITE, PRESIDENT OF THOMAS 
COOK & SON. HIS INFORMATION-PACKED 

ARTICLE,"SO YOU WANT TO GO ABROAD,” 

IS AN AUTHORITATIVE PICTURE OF 

POSTWAR TRAVEL CONDITIONS. 


ULL [3,OCID on purpose For FIVE DAYS! 
THAT'S THE EXPERIENCE OF HELENA HUNTINGTON SMITH, 
COMPANION CORRESPONDENT WHO, BLINDFOLDED, LIVED THROUGH 
THE REHABILITATION COURSE GIVEN OUR WAR BLINDED. HER. 
ARTICLE IS GLAD REASSURANCE FOR PARENTS AND LOVED ONES. 
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OMPANY, PUBLISHERS OF WOMAN'S HOME COMPANION, COLLIER’S, THE AMERICAN MAGAZINE 


THE CROWELL-COLLIER PUBLISHING C 
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Walter Hoving 
fo Form National 
Dept. Store Group 


New York, Dec. 19.—Walter 
Hoving, president of Lord & Tay- 
lor, Fifth Avenue department 
store, for almost 10 years, this 
week announced that he will re- 
sign Jan. 5 to form a new nation- 
wide amalgamation of department 
stores and other retail properties. 

Mr. Hoving will be succeeded by 
first vice-president Dorothy 
Shaver, whose appointment was 
described as “the first time that 
a woman has been named to head 
a department store as large as 
Lord & Taylor” by Robert J. Mc- 
Kim, president of Associated Dry 
Goods Corporation, which owns 
90% of the store’s capital stock. 

Mr. Hoving declined to give de- 
tails of his future activities, but 


said that the new organization 
would be comparable to other 
large department store groups. 


Cites Difficult Problems 


“Because of changing conditions 
in merchandising,” he explained, 
“it is becoming more advantageous 
than ever for department stores 
to be members of strong groups 
which can work together to solve 
their increasingly difficult oper- 
ating problems. In addition to 
the old problems, new ones are 
continually interjecting themselves 
into the picture. For example, the 
problem of suburban stores, where 
to locate them, how to coordinate 
them, is more pressing every day. 

“There are also new techniques 
of advertising, sales promotion, 
employe relations and customer 
services that need increasing at- 
tention,” he emphasized, and 
pointed out that ‘one of the most 
serious problems is the necessity 
of re-focusing store policies to fit 
the changing conditions of postwar 
merchandising.” 

In his prepared statement, Mr. 


Hoving said that “owners of in- 
dividual stores are also beset with 
the difficulties of expanding cap- 
ital requirements to take care of 
increasing inventories, either for 
themselves or for contemplated 
branches.” 


Not ‘Largest’ Group 


“We are not desirous of creating 
the largest amalgamation of store 
properties by any means,” he de- 
clared. “We believe that it is 
much more important that the 
store properties be very carefully 
selected from the standpoint of 
their earnings records as well as 
their management ability.” 

Before joining Lord & Taylor, 
Mr. Hoving had been a _ vice- 
president of Montgomery Ward & 
Co., and earlier of R. H. Macy & 
Co. He has also resigned as a 
director and member of the execu- 
tive committee of the Associated 
Dry Goods Corporation, but re- 
tains his position as head of the 
Fifth Avenue Association. 

Miss Shaver was elected vice- 
president of the store in 1931 and 


first vice-president in 1937. She 
served as merchandise consultant 
to the Army Quartermaster Gen- 
eral during the war. 


Van Buren Sims, who has been 


Advertising Age, December 24, | 945 
Pabst Brewing 
Buys Hoffman 

Milwaukee, Dec. 20.—Pabs; 


vice-president and treasurer, was 
elected first vice-president. He 
joined the corporation in an ex- 
ecutive capacity in 1925. 


Flush Wall Radio Ads 
to Start in January 


Flush Wall Radio Company, 
Newark, will launch first adver- 
tising in January business papers 
for radio receivers specially de- 
signed for bathrooms and kit- 
chens as well as bedrooms and 
living rooms. 

Consumer magazines will be 
used in March, as the five-tube 
radios become available. Hill Ad- 
vertising, Inc., New York, is the 
agency. 


Reo Appoints McKim 


Reo Motor Company of Canada, 
Ltd., Toronto, has appointed Mc- 
Kim Advertising to handle its ac- 
count. <A national campaign is 
being considered for 1946. 
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Advertise in Railway Supply News 
For Two Important Reasons 


(1) Advertise in Railway Supply News to supplement your 


present advertising—whether that includes space in prepaid 


publications, direct mail, or any other form of promotion. 
Advertising in Railway Supply News will definitely sup- 
plement such effort and produce worthwhile inquiries from 


railroad men you may be overlooking. Your advertising in 


Railway Supply News will definitely do a job for you, not 


being done through any other medium. 


(2) 


Advertise in Railway Supply News if you want to check 


the interest in your product in the railroad field—ii you 


want to research the railroad industry on some applications 
of your product—if you want to keep the name of your 
product and its merits before the largest railroad audience. 


Advertising in Railway Supply News does not replace any- 
thing. Likewise any other effort does not substitute or replace 
what advertising in Railway Supply News will accomplish. 
Railway Supply News gives you the best—see comments on 


basic first features in box below. 


25.000 railroad men who receive Railway Supply News each 
month have already acclaimed, accepted, and approved Railway 
Supply News. That is what is making Railway Supply News 
an advertising success. Proof of this is the constant increase in 
accounts which will run in Railway Supply News in 1946. Sched- 
ule space now. Railway Supply News. 418 South Market Street, 
Chicago 7, Illinois, phone Wabash 2882. New York office: 122 
East 42nd Street, New York 17, New York, phone Murray Hill 
3-5520. San Francisco office: 640 Mason Street. San Francisco 2, 


California, phone Douglas 7233. 


The first issue of Railway Supply News was published September 15, 1945. 


preciate and know 


question of 


Railw ay 
“how” 


Supply 


Remember that 


old 


transportation 


Before you buy advertising in any railroad 
product publication, make sure you fully ap- 
all 
WHO IS BEHIND IT? 

Aside from answering these questions, you 
will find the interesting booklet. “Here to Stay” 
helpful in that it gives you complete details on 
News 
of using it to utmost success. 
Railway 
published by an affiliate of the Traffic Service Corporation 
publishing 
World Weekly, Daily Traffic World, Traffic Bulletin, World Ports and 
Railway Supply News is also affil- 
iated withthe College of Advanced Traffic, the educational division of 
the Traffie Service Corporation. 


Administrative Lawyers’ Directory. 


Write for Your Free Copy Fas 


answers to the _ basic 


with the “why” and 


Supply News is 


company which also 


a forty year 
publishes 


tant railway 
newspaper size. 


tion publishing 


month. 


way market. 
Traffic 5. 
erage. 


twelve time basis. 


For 5 Basic First Features 
= Advertise in Railway Supply News 


|. Railway Supply News is the first in presenta- 


tion of a new editorial service to the all-impor- 
industry. 


2. Railway Supply News is the first railroad prod- 
uct paper published by a publishing group with 
a successful record of forty years in transporta- 
It is affiliated with Traffic World. 
3. Railway Supply News is first in complete cov- 
erage of the railway field — 25,000 copies each 


4. Railway Supply News is first in penetration of 
direct and indirect buying influences in the rail- 


Railway Supply News is first in low cost cov- 
Standard ninth page unit but $100, on 


Railway Supply News is published for 
advertising results. 


Its format is tabloid 


Brewing Company has purchased 
Hoffman Beverage Company. 
Newark, brewer and bottler of 
carbonated beverages. Hoffman’; 
distribution has been concentrated 
primarily in the New York met- 
ropolitan area, but extends inty 
New England and the Southeast. 

Through the purchase, Pabst 
enters the soft drink field, as wel] 
as augmenting its brewing facili- 
ties. Pabst already has announced 
expansion of its Milwaukee and 
Peoria breweries. 

Harris Perlstein, Pabst presi- 
dent, has been elected president of 


the Hoffman company. W. G. 
Hoffman, president, G. F. Hoff- 
man, vice-president, and A. G., 


Hoffman, treasurer, will retire as 
officers but will continue in ad- 
visory capacities. 

The Pabst advertising account 
is handled by Warwick & Legler, 
New York, Hoffman by Batten, 
Barton, Durstine & Osborn. 


Donnelly to Head 
Standard Outdoor 


New York, Dec. 20.—John Don- 
nelly of Boston, Mass., has been 
named first president of the 
newly-created Standard Outdoor 
Advertising, Inc., described as “a 
non-profit organization, owned 
and managed by a group of plant 
owners to maintain the standard 
of outdoor advertising service at 
the highest possible level.” Other 
officers named include: John E. 
Brennan, New York, executive 
vice-president; Leonard Dreyfuss, 
treasurer; E. R. Betts, assistant 
treasurer, amd Charles A. Swan- 
son, secretary. 

Other objectives outlined in the 
organization’s press release: (1) 
“to promote the business interests 
of its members; (2) to promote 
harmonious relations throughout 
the industry; (3) to participate in 
all activities deemed beneficial to 
the welfare of the outdoor me- 
dium.” 


Trimount Drops Harmon 


Trimount Clothing Company, 
New York, on Jan. 5 is discon- 
tinuing the Tom Harmon sports 
series on MBS, Saturday, 7:45-8 
p.m., EST, at the end of a 13- 
week contract. The company may 
place another program in that 
spot. Agency is Emil Mogul Com- 
pany, New York. Reported leaving 
Mutual Jan. 6 is the Knox Com- 
pany, Los Angeles, for Cystex, 
which sponsors “The Nebbs” Sun- 
day, 4:30-5 p.m., EST. Agency is 
Raymond R. Morgan Company, 
Hollywood. 


Pierce Elected 
McCall President 


Marvin Pierce, formerly vice- 
president of McCall Corporatio: 
New York, has been elected presi 
dent, succeeding William B. Wa! 
ner, president and general mana 
ger since 1919. 

Mr. Warner will become chai! 
man of the board, following th 
retirement Jan. 1 of Henry / 
Fisher, who has served as chai! 
man for 28 years. Mr. Fisher wi 
continue as a director and chai! 
man of the finance committee. 


Complete plants in TORONTO - MONTREAL - WINNIPEG 
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SUGAR BOWLS first kick-off 


was made by THE ITEM 


The first suggestion for a great post-season football 


game appeared on the Item’s sports page. 2 + « « « 


Civic leaders, with Item leadership, made the Sugar 


Bowl a reality. 2 2. 2 © © «© © © © © @ wee 


ELTON E. MEREDITH, 


Office Manager and Auditor, 
who joined the Item Staff in 
January, 1942. Wide account- 
ing experiencé, including 12 
years of specialized newspaper 
work. 


Civic Affairs Manager, brought 
by Item from Baltimore for this 
newly created position as liaison 
with civic groups; B.A., Johns 
Hopkins; 17 years’ advertising 
and public relations. 


JACK LESTER, columnist 
and Entertainment Reviewer, 
graduate, Royal Oak Conserva- 
tory; has background of 20 
years in all phases of show bus- 
iness. Stage and film contacts 
give him consistent news beats. 


JAMES A. WOBBE, 
City Editor, joined Item in 1925 
as reporter and showed excel- 
lent news sense in every field. 
Became rewrite man, music 
critic, book reviewer; has had 
present position since 1942. 


REPRINTED FROM FRED DIGBY’S 
COLUMN 


Then, through sale of bonds to Orleanians, 
the Stadium was greatly enlarged. Again 
this year, the game will be played to a 
sell-out audience of 77,000. 


On November 24, 1945, at a testimonial 
dinner, Mr. Digby was publicly honored by 
more than 500 leading Orleanians from 
religious, educational, sports and business 
circles. 


Your New Selling Force in New Orleans 


NEW ORLEANS 


Ralph Nicholson. Owner and Publisher 


READER ACCEPTANCE: Largest Evening Circulation in Louisiana 


(92% concentrated in the New Orleans market— growing steadily) 


ADVERTISING ACCEPTANCE: 10,000,000 lines carried in 1944. 


SAWYER-FERGUSON-WALKER CO., NATIONAL REPRESENTATIVES 
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Gimbel Scoops 
Macy Again-with 
Prefab Houses 


(Picture on Page 1) 


New York, Dec. 20.—Gimbel 
scooped Macy again last weekend 
when it took full-page space in 
the metropolitan press on Sunday 
to announce it has prefabricated 
homes available for immediate de- 
livery. A Macy ad announced it 
would sell “precision - built” 
homes, but would not make them 
available until after Jan. 1. 

Gimbel further increased its al- 
ready wide margin of “firsts” over 
Macy by announcing over the 
weekend that it would have “first 

. at Gimbels ...in America 
...in the world,” a new razor 
called Shake Sharp and described 
as “the razor that sharpens 
itself!” 

The Gimbel store offered for 
$2,339, with priority to veterans, 
a 24’4”x23’8” four-room modern 
house delivered in prefabricated 


sections to the nearest railway 
freight station within 100 miles of 
New York City. This price in- 
cludes plumbing unit and a $70 
oil heater, but does not include 
setting up the building as Macy 
promises to do. 
for occupancy “two weeks from 
the time you start assembling.” 
A model is on display at the store. 


Macy Offers 5 Models 


Macy advertised, on the other 
hand, five models, several with 
two stories, ranging from Cape 
Cod to Dutch Colonial and a mod- 
ern hillside home. Prices will be 
quoted after Jan. 1, and purchase 
applications will be accepted ‘for 
erection beginning in the early 
spring.” No provision concerning 
veterans is mentioned in the copy, 
which is addressed to residents of 
New York’s five boroughs, Long 
Island, Westchester, Greenwich, 
Stamford, Rockland and Putnam 
counties. The price will include 
laying the foundation, erecting the 
house, insulating, installing 
plumbing, lighting and heating, 


Houses are ready}. . 


and finishing inside and out. 

The Gimbel-advertised Shake 
Sharp razor is described as “a 
razor that sharpens itself when 
you flick your wrist... never 
has to be taken apart for washing 
. will seldom need a new 
blade.” A built-in hone impreg- 
nated with diamond dust sharpens 
the razor, and every part subject 
to rust is said to be gold-plated. 
Price is $3.95, plus 20% federal 
tax. 


Gimbel’s Far in Front 


A check of the two stores by 
ADVERTISING AGE reveals that Gim- 
bel’s list of products first carried 
for sale in any New York depart- 
ment store far outdistances Macy’s. 
In fact, Macy reported only one 
—the Ercoupe private airplane, 
advertised for sale in New York 
newspapers Oct. 10. To date the 
New York store and its Newark 
affiliate, L. Bamberger & Co., have 
sold 22 Ercoupes. The company 
also pointed out that prior to this 
a new department called the 
House of Glass, which correlates 
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all types of flat glass, had been 
opened and _ advertised about 
Sept. 13. 

Gimbel’s list of “firsts” ranged 
all the way from the field tele- 
phone advertised a year ago on 
Dec. 10 to the Reynolds pen first 
offered Oct. 28 of this year, which 
is claimed to write without ink 
refill for two years. 


Avoset Names Botsford; 
Plans ‘46 Campaign 

Avoset, Inc., San Francisco, has 
again appointed Botsford, Con- 
stantine & Gardner to direct all 
advertising and promotion activi- 
ties for its dairy product, Avoset, 
“99.8% real dairy cream, yet 
keeps for months.” 

Avoset was introduced in Ha- 
waii and Alaska and test cam- 
paigns were conducted in two 
U. S. cities in 1942, but wartime 
restrictions forced withdrawal of 
the product from domestic mar- 
kets during the war and the bulk 
of the firm’s output has gone to 
the armed forces. Plans are now 
being made to market Avoset 
again in the U. S. 


lf you knew farmers the way 
their bankers know them . . . 


~ 


“As I read the familiar names of farmers 
around Bremen who subscribe to Capper’s 
Farmer, 1 must say you have an excellent 
group of farmers on your list.” 


CAP 


J. F. Mougin, Cashier 
Bremen (Ind.) State Bank 


families who read Capper’s Farmer: 


fully tilling the soil. 


e@ Here are the general characteristics of the 1,200,000 


@ They earn their living by husbandry and skill. 


@ They are ambitious to increase their farm income. 


@ They have the cash and, if necessary, banking 
credit to buy what they think they need. 


Capper’s Farmer is edited to attract exactly this kind of 
farm family. It is too practical and earthy to interest the 
“endowed” farmer ...too much concerned with farm op- 


erations to hold the “might-be”’ or ‘“‘once-was” farmer. 


But it is tops with the people of the rich agricultural mid- 


lands whom rural bankers call “excellent farmers.” 


Tke ONE National Farm 


R’S FARMER 


Magazine that Speaks the Farmer’s Language 


'keep cash jingling in 


Allen Will Head 
N.Y. AMA Chapie; 


New York, Dec. 20.—George 
Allen, manager and secretary 9 
Cooperative Analysis of Broad 
casting, was elected president oj 
the New York chapter of thd 
American Marketing Associatio 
at the annual Christmas meetin; 
today. 

Mr. Allen, who succeeds Arthy 
Hurd, director of media researc 
for J. Walter Thompson Com. 
pany, served as vice-president jy 
1945, director in 1944, and wa; 
the first chairman of the radio-in. 
wartime discussion group. 

Other officers elected today are: 
Donald E. West, director of mar. 
ket research for the McCall Cor. 
poration and former general chair. 
man of the chapter’s discussion 
groups, vice-president; Caroline f, 
Aber, also of McCall Corporation 
and former general secretary for 
the discussion groups, secretary; 
and Douglas Taylor, J. P. McKin- 
ney & Son, reelected treasurer. 

New directors, chosen for two- 
year terms, are: Arno Johnson, 
director of marketing research and 
media for J. Walter Thompson 
Company; Victor Pelz, managing 
director of Traffic Audit Bureau: 
and Carl H. Henrikson Jr., asso- 
ciate director of research for J. M. 
Mathes, Inc. 


Foskett of ‘Post’ Heads 


Promotion Managers 
Elbridge’ B. 
Foskett, pro- 
motion director 
of the New 
York Post, has 
been elected 
president of the 
New York 
Newspaper 
Promotion 
Managers As- 
sociation for 
the year 1946. 
He succeeds 
Hazen Morse, 
advertising promotion director of 
the New York World-Telegram. 
Sumner Collins, promotion di- 
rector of the New York Journal- 
American, has been elected secre- 
tary-treasurer of the group. 


E. B. Foskett 


Ups Advertising Rates 


Effective with the January, 1946, 
Industrial Retail Stores, published 
by National Industrial Stores As- 
sociation, Washington, will in- 
crease its advertising rates 15%. 
A new rate card is being issued. 


MORE RECORDS 
ARE SMASHED! 


Winston - Salem's tobacco 
market, long a meeting place for 
farmers in this rich agricultura! 
area, has already smashed all rec- 
ords for money paid out in « 
single season. 


Through November 30 farmer: 
received $25,496,712.60 for their 
crops ... and this figure will swell 
considerably more before the fina 
close of the selling season. 


It all adds up to this: That Win- 
ston-Salem, a market where indus- 
try and agriculture combine to 
people's re 
pockets, is a "MUST" for adver- 
tisers seeking SALES. the 


JOURNAL and SENTINEL 


Winston-Salem, N. C. 


National Representatives: 
KELLY-SMITH COMPANY 
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That’s a familiar story to every sales- 
man, particularly the industrial salesman. 


eamegll Key management men of America’s indus- 
tion di tries are naturally very busy. When they 
ed sere are in town they are tied up in confer- 
ove ences and meetings of one sort or another 
ary, 1946, so that it proves costly to have your 
om 4 salesmen calling back again and again. 
—— So, why not call on these key management 


men in their homes? There you will find 
them relaxed and ready to hear your story. 


hacec 80% of the subscribers to The United 


la f - - . 
ricultural States News have it mailed to their 
na - homes so they can read it leisurely from 
ut in a 4 . . 
cover-to-cover. Many take their copies 
) farmer: with them on their business trips. 
for their 
‘ : 
waren What better place would you find to tell (200,000 GUARANTEE) 
” your story to them than in The United sic thieeat heuke te 
—— FETE gianltgicare dyin anny States News. those who O. K. both 
re indus- oes the rest of the family as 
ibine to | ‘hey think mighty highly of it. steiaaniianeiteaiiaamainitisiananiiagaitinntie - corporate and family buying 
eople's rankly we receive many magazines, ; 
: re ol ut I think this is the best 95,000 of our subscribers are officers, directors or trustees in ap- * 
that enters our house." proximately 2 companies each. ssa ii 
TINEL J. M. Arndt, Vice President A large majority of our subscribers tell us they authorize cor- Vice President in Charge of ge, 
sAYLORD CONTAINER CORP. porate purchases. 30 Rockefeller Plaza, New York 20, N.Y. 
c. 
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Newspaper Food 
Editors Conclave 
Set for Jan. 7-11 


Chicago, Dec. 20.— The second 
“newspaper food editors’ confer- 
ence,” to be held in Cincinnati the 
week of Jan. 7, will be attended 
by 64 food editors representing 
110 newspapers with one-third of 
the newspaper circulation of the 
nation, according to J. H. Sawyer 
Jr., vice-president of Sawyer-Fer- 
guson - Walker Company, who is 
chairman of the committee of the 
Chicago Newspaper Representa- 
tives Association which is sponsor- 
ing the conclave. 

The first conference was held 
in Chicago in October, with 32 
editors present. 

Ten of the country’s leading 
food processors will “meet the edi- 
tors” and give them the latest in- 
formation in the home economics, 
food preparation and service fields. 
Cooperating companies and group, 
which will keep the newspaper 
women busy in Cincinnati for a 
full week, include: 

Kellogg Company; Crosley Cor- 
poration; A. E. Staley Mfg. Com- 
pany; Procter & Gamble Company: 
Kroger Grocery & Baking Com- 
pany; H. J. Heinz Company; Frigi- 
daire division of General Motors: 
Grocery Manufacturers Associa- 
tion; Ralston Purina Company 
and Owens-Illinois Glass Com- 
pany. 

A Busy Week 


The editors will be housed at 
the Netherland Plaza Hotel, and 
after getting together on Monday 
morning for a brief welcome by 
Roger Ferger, publisher of the 
Cincinnati Enquirer, the ten or- 
ganizations mentioned above will 
take them on a round of demon- 
strations, visits, lectures, meals 
and entertainment guaranteed to 
pack the editors full of useful in- 


IN THE MID-WEST! 


That's the place to start 


your program of distribu- 


tion, advertising and 


sales. 


Take a GOOD look at 
MICHIGAN and INDI- 
ANA. These are your 
"Profit Markets" states. 


Securing distribution in 
non-metropolitan Michi- 
gan and Indiana is easy. 
We will help you get it 
with little cost to you. 


For details get in touch 
with 


‘SCHEERER & CO. 


Member of the American Association 
of Newspaper Representatives 


formation and pleasant memories. 
On Friday morning the editors 
will hold their own forum, out of 
which may come an organization 
of their own, and that evening the 
week will end with a cocktail 
party and buffet supper sponsored 
by all the Cincinnati newspapers. 
The Chicago Newspaper Repre- 
sentatives Association has  ar- 
ranged all the details of the week, 
and will supply the editors with 
an “executive secretary,” Mrs. 
Helen Prag. Members of the com- 


mittee in charge, in addition to 


Mr. Sawyer, are: 

W. F. Johns, Ridder-Johns; E. F. 
Corcoran, Branham Company; Ken 
Dennett, O’Mara & Ormsby; John 
E. Lutz; E. M. Roscher, St. Louis 
Post-Dispatch, and W. A. Daniels, 
Scripps-Howard Newspapers. 


Peter Hand to BBDO 


Peter Hand Brewery Company, 
Chicago, maker of Meister Brau 
and Peter Hand beers, has ap- 
pointed Batten, Barton, Durstine 
& Osborn, Chicago, to handle its 
account. 
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Heads Warner Company 


Elmer H. Bobst, former presi- 
dent of Hoffman-LaRoche, Inc., 
Nutley, N. J. has assumed the 
presidency of William R. Warner 
& Co., New York, together with its 
domestic and foreign subsidiaries. 
Mr. Hobst succeeds G. A. Pfeiffer, 
who has retired. 


Sammet Named V.P. 


Julian M. Sammet, vice-presi- 
dent and merchandise manager of 
the home furnishings, men’s wear 
and basement division of The 


Fair, Chicago, has been name, 
vice-president in charge of » 


Stores, Inc., effective Feb. 1. 


Hanah Forms Agency 


Leslie Hanah, formerly with | 
Walter Thompson Company, h; 
opened a new advertising agence 
in San Francisco under the nam: 
Hanah Advertising Company 
The agency’s accounts includ 
O’Rourke of California, and Mo 
hawk Petroleum Products Com 
pany, San Francisco, and Eastsid 


Winery, Lodi, Cal. 
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Name Jury for “46 
McCandlish Awards 


The jury for the McCandlish 
Awards for 1946 selected by A. R. 
MeCandlish, president of McCand- 
lish Lithograph Corporation, 
Philadelphia, will include George 
Baker, president, National Adver- 
tising Art Center; Herbert Bayer, 
vice-president, Dorland Interna- 
tional-Pettingell & Fenton; J. L. 
Deane, vice-president, McCann- 
Erickson; Carl Eichman, art di- 
rector, General Outdoor Advertis- 
ing Company, and Mark Seelen, 


general art director, Outdoor Ad- 
vertising, Inc. The 1946 subject 
is “Any Automobile,” and entries 
are 24-sheet poster designs created 
for this contest. With $1,000 as 
first prize, cash prize awards will 
total $1,350. Entries must be in 
the hands of the McCandlish 
Lithograph Corporation by March 
22, 1946. 


Deming Joins Kudner 


Kel Deming, formerly with 
Foote, Cone & Belding, has joined 
the San Francisco staff of the 
Kudner Agency. 


Appoints New President 


Burroughs Wellcome & Co., 
New York, has elected W. N. 
Creasy to the board of directors 
and appointed him president and 
general manager. Mr. Creasy has 
headed the company’s Canadian 
branch, H. B. Fonda, vice-presi- 
dent in charge of production, has 
been named senior vice-president, 
and E. W. Rigg has been appointed 
distribution manager. The ap- 
pointments follow announcement 
of the retirement Jan. 1 of G. S. 
Burroughs, currently president 
and general manager. 


Court Approves 
Railroads’ Offer 
to Buy Pullman 


Philadelphia, Dec. 18.—A _ spe- 
cial three-judge federal court here 
today approved the sale of the 
sleeping car business of Pullman, 
Inc., to a group of 52 railroads 
handling about 95% of this busi- 
ness. The railroads offered $75,- 
000,000 for the assets of the Pull- 
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@ When an irresistible sales message strikes a movable mind, the cash register rings. 


To make this happen at the most profitable tempo, the smart advertiser reaches the most 


receptive minds he can find ...he reaches people whose habits and character keep them high-geared 


for action. This factor is the most significant measurement of circulation. If you want circulation 


that is supercharged with this vital factor, REACH THE P. M. MIND. The P. M. Mind is curious, 


inquisitive, receptive, enthusiastic. It is the common denominator of Popular Mechanics’ live-wire 


men readers. When you reach this big man-market, things happen. Ask any Popular 


Mechanics advertiser. Put Popular Mechanics on your schedule now. 


* In 1902, H. H. Windsor, Sr. created 


a new type of publication when he founded Popular 


Mechanics — a magazine for curious, interested thinkers 


and doers. Today, on the same basic formula H. H. 


Windsor, Jr. publishes Popular Mechanics which is bought 


each month by over 700,000 people and has more than 


2% million readers — readers with open P. M. Minds. 


* 
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man Company, including 6,250 old 
heavy-weight sleepers and 600 
new light-weight sleepers (AA, 
Nov. 19). 

The rail group bid was one of 
four made for the property. The 
other bidders were Glore, Forgan 
& Co., Chicago; Standard Steel 
Spring Company, Coraopolis, Pa., 
and Otis & Co. The latter, rep- 
resenting the Chesapeake & Ohio 
Railway and Robert R. Young’s 
Allegheny Corporation, indicated 
today that the decision will be ap- 
pealed to the Supreme Court. 

The court held that the offer of 
the rail group is the most advan- 
tageous for the public and that 
“we see no danger of the per- 
petuation of a monopoly in a rail- 
road owned sleeping car busi- 
ness.” To safeguard against mo- 
nopolistic practices, the court 
stipulated that there shall be no 
interlocking directorates between 
the railroads, Pullman, Inc., or 
Pullman’s car-manufacturing sub- 
sidiary, Pullman Standard Car & 
Mfg. Company; and that Pullman 
Company and the railroads must 
buy new sleeping cars under com- 
petitive bidding. 

The court emphasized that it 
will retain jurisdiction in the Pull- 
man case, which began in July, 
1940, with a government anti-trust 
suit against Pullman companies. 
In April, 1944, the court ordered 
Pullman, Inc., to separate the 
sleeping car and the manufactur- 
ing business, and the company 
elected to sell the sleeping car 
subsidiary. 


Appoints Lovitt 

Sidney S. Lovitt Company, Chi- 
cago, has been appointed to handle 
the advertising of Midland Optical 
Company, Milwaukee, manufac- 
turer of fine optical and magnify- 
ing lenses. 


RADIO STATION WOW, IN 
JOHN J. GILLIN, JR, PRESIDENT 
JOWN BLAIR & CO., REPRESENT 
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The Trademark Situation 


The efforts of RCA Victor to 
re-impress the public with the 
realization that Victrola is a trade 
name and not a generic term, and 
the current difficulties between 
Pillsbury Mills and Soy Food 
Mills over the trade name Golden 
Bake Mix, are two more ex- 
amples, if any are needed, of the 
fact that a trademark or trade 
name is a highly perishable com- 
modity which must be nurtured 
through use if it is to retain its 
value. 

In a period of high business 
activity, marked by the develop- 
ment of multitudes of new prod- 
ucts, there is sure to be much liti- 
gation over trade names. And in 
a period such as the present, in 
which numerous products which 
are entirely new are being intro- 
duced, the dangers of having a 
trademark degenerate into a 
generic or descriptive term are 
greater than they have ever been. 

Within recent years we have 
seen cellophane, which started out 
as a trade name, become a generic 
term, and we have witnessed such 
trade names as Victrola, Frigid- 
aire, Toastmaster and even Deep- 
freeze, take on connotations of 
generic terms on the part of a 
large segment of the public. 


This is of course a tribute to the 
brilliance of those who have de- 
veloped trade names which are so 
apt that they tend to become com- 
mon descriptive terminology, but 
it also poses a real problem for 
those who want to maintain the 
value of the property they have 
built in trademark and trade name 
rights. 

Clarification of the statutes gov- 
erning trade names and marks 
would help enormously in this 
situation, but since agitation for 
such clarification has been going 
on for many years, and nothing 
concrete has yet developed in the 
way of legislation, it seems ob- 
vious that the owner of a valuable 
trade name should take particu- 
lar pains, under existing statutes, 
to retain ownership in his name. 

The only way this can be done, 
under present conditions, is to 
use it constantly; to protect it 
from infringement vigorously; 
and, in the case of a new product, 
to make sure that the trade name 
is always used in connection with 
a generic or descriptive word or 
phrase which clearly describes 
the type of article or device, thus 
reserving the trade name for its 
true function of designating the 
product of a particular company. 


The Cart Before the Horse 


This sounds like an idiotic ex- 
ample invented to make an edi- 
torial point, but it isn’t. You'll 
have to take our word for it that 
it is wholly and completely true: 

A sound, established manufac- 
turer who has recently developed 
a new product in a field entirely 
new to him writes us in some be- 
wilderment. “We are about ready 
fe PePrerrre rrr described 
in the attached literature,” he 
says. “We thought you might be 
able to answer several questions 
which would help us formulate 
our distribution plans. Since our 
advertising has appeared, many 
have written in and stated that 
they were distributors and not 
wholesalers. We were of the opin- 
ion that a wholesaler and dis- 


tributor were the same. . We 
would like to know how......... 
have been distributed in this 


country.” 

Enclosed with the letter are a 
flattering newspaper clipping tell- 
ing about the new product, and 


a proof of a very attractive two- 
color ad addressed to consumers, 
and telling them to “watch for the 
product’s coming debut in leading 
stores everywhere.” 

If ever we have come across 
a cart-before-the-horse merchan- 
dising story, this is it. A manu- 
facturer who is already adver- 
tising a new product, and yet 
knows nothing about the distri- 
bution machinery in the field, in- 
cluding the accepted terminology! 
Here is an “advertising failure” 
well along the road, the victim of 
poor advice or inability or un- 
willingness to face the facts of 
life. 

If this case is the single, soli- 
tary exception, then we should all 
be happy. But we are afraid it 
is not, and that scores of similar 
cases can be unearthed. Everyone 
connected in any way with mer- 
chandising or advertising must 
make it his personal business to 
see that they are held to an ir- 
reducible minimum. 


New 
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LITTLE BOY NOBODY 
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—The Unseen Audience, by Webster, New York Herald Tribune 


All for Women 


If the male advertising animal 
doesn’t watch his step, he is likely 
to become as extinct as the dodo. 
The enterprising “weaker sex,” 
having discovered that there is 
very little in advertising which 
requires bulging muscles or a 
Charlie Atlas torso, is moving in 
on the stronger, dumber sex with 
a rapidity and ruthlessness which 
chills our Victorian blood. 

There seems no longer to be any 
major marketing or advertising op- 
eration in which women have not 
subtly infiltrated the “executive 
level,” and most of us mere males 
have watched this infiltration with 
tolerance and perhaps admiration, 
confident in our not-too-bright 
way that we could contain the in- 
vasion before it overwhelmed us. 

Now it’s beginning to look like 
we've lost the fight without even 
knowing about it, as must be 
clearly evident from the intelli- 
gence we have just received that 
Newsweek has been throwing par- 
ties for professional advertising 
women only! No males allowed or 
wanted—party for adwomen by 
Newsweek’s feminine upsurge ele- 
ment ...and what are you going 
to do about it? 


Books by Gross 


We don’t fall for most of the 
mimeographed releases, but this 
one sounds pretty good. Having 
ordered 100 copies of a sales book 
as a Christmas present for his 
salesmen, Stanley E. Little, Ameri- 
can Stove Company v.p., was 
shocked to get a confirming wire 
saying: “One Hundred Gross 
Shipped Express December 3.” 

Since 100 gross adds up to 14,400 
books (it says here), Mr. Little 
had a few bad moments. Arrival 
of the books, however, resulted in 
the discovery that Gross, in this 
case, was the author of the sales 
treatise, and not a dozen dozen. 

All right; of course Mr. Little 
must have known the author’s 
name before ordering the books, 
but why spoil a good Christmas 
story? 


Up In the Air 

The aviation department of So- 
cony-Vacuum Oil Company has 
taken to the air, with a fleet of 
planes placed at the disposal of 
its representatives throughout the 
country, thus putting the “flying 
red horse” literally into the air. 
There are Beechcrafts, Fairchilds, 
Cessnas and Stinsons scattered 


around at convenient spots in this 
country, ready to whisk a sales- 
man into a customer’s office in no 
time, and there are Lockheeds, 
Beechcrafts and Taylorcrafts 
based outside the country for those 
far-away jaunts. 

After all, says the typical So- 
cony-Vacuum flying salesman, 
“It’s just as incongruous for an 
aviatior. salesman to travel in 
anything except a plane as it 
would be for an automobile sales- 
man to go about in a horse and 
buggy.” 


Rates Going Up 

In a roundabout fashion, via 
Milwaukee, in fact, we learn that 
advertising rates are on the up 
and UP in China. The current rate 
for the Peking Chronicle, English 
language newspaper, is $1,000 per 
column each—one time—for dis- 
play advertising, and $2,000 per 
column inch for personals, such 
as birth, death and marriage an- 
nouncements. These are Chinese 
dollars, of course, which are re- 
ported to be selling in the best 
markets at 5,800 to the American 
dollar, so you may now relax. 


Jottings 

Borrowing The New Yorker’s 
phrase “What Paper D’ya read?” 
a recent AP dispatch from Pearl 
Harbor was carried almost ver- 
batim by both the New York Sun 
and World - Telegram — with one 
odd variance. The dispatch de- 
scribed how 22 Jap soldiers and 
one geisha girl had surrendered 
on Guam Nov. 2 after reading of 
the end of the war “in an Ameri- 
can magazine,” said the Telegram 
—and “in Life magazine,” said the 
Sun... 

Black & Decker Mfg. Company, 
Towson, Md., has developed a 
new wrinkle in publicity releases. 
It’s a sort of reverse release date, 
asking that no part of the release 
be used after a certain date, in- 
stead of before a certain date. For 
example, a release dated Oct. 22, 
announcing creation of a market 
research department headed by 
Albert S. Fehsenfeld, was marked: 
“Please do not use any part of 
this release after December, 
ae 

Delivery by air is here. Lilli 
Ann Company, San _ Francisco, 
thinks it has set a record by de- 
livering an air express shipment 
of Lilli Ann suits to a Niagara 
Falls shop within 48 hours after 
the order was received... 


The following documents may, 
be secured without charge from 


companies sponsoring them, o) 
through ADVERTISING AGE, by any 
national advertiser or advertising 
agency executive writing on his 
business letterhead. Address Ap- 
VERTISING AGE, 100 E. Ohio St., 
Chicago 11, Ill. 


No. 2590. Covering the Michigan 
Market Outside of Detroit. 

Market data is arranged in 
loose-leaf, file-size sheets in this 
folder, issued by Booth Newspa- 
pers, Inc., which includes the eight 
Michigan cities outside of Detroit 
covered by Booth papers. The 
material devoted to each city 
shows a map of the trading area 
and circulation coverage of the 
paper, with population, retail out- 
lets, business indexes, etc. 


No. 2591. Facts Based on Re- 
search, 

School Shop has issued this 
folder, which indicates the poten- 
tialities of the school market, 
based on a file of questionnaires 
representing a 45% return from 
cities of 25,000 population and 
over. The report shows the trend 
toward expansion, with 74% of 
the school systems planning new 
building, modernization and new 
school shop equipment. 


No. 2592. Construction Revival. 


This market study, issued by 
F. W. Dodge Corporation, shows 
a comparison of postwar building 
projects with prewar records for 
commercial and manufacturing 
buildings, schools, hospitals and 
other institutions, homes and other 
construction programs. 


No. 2593. Roster of Industry in 
the Greater Kanawha Valley. 


The Gazette, Charleston, W. Va., 
has issued this folder, which maps 
the newspaper’s primary and sec- 
ondary markets, with an ABC 
breakdown and family coverage 
analysis. The folder includes a 
roster of industry, number of 
people employed, and paydays. 


No. 2532. Vitamins. 


This brochure contains a re- 
port of a survey, conducted by 
the market research division of 
Modern Medicine, of physicians 
selected from the _ publication’s 
mailing list as representing an 
accurate cross-section of medical 
practice in the U. S. from the 
standpoint of population, special- 
ties, etc. The material covers in 
detail the types of vitamins pre- 
scribed by various classes of 
physicians for various conditions, 
and includes a breakdown of 
questionnaire replies by popula- 
tion. 


No. 2531. Postwar Ironing Tem- 
peratures. 

The product use and develop- 

ment division of Good Housekeep- 


ing has issued this report, which 
is based on six months’ study of 


changes in present dial markings 


and temperature ranges of heat 


controlled irons to fit the chang- 
ing fabric picture. The report 


offers recommendations for marks 


and temperature ranges found to 
be most suitable for ironing ray- 


ons and other modern fabrics, and 
recommends closer cooperation be- 
tween iron manufacturers and the 


textile industry. 


No. 2552. Encyclopedia 66. 


The United States News has 
issued this summary of informa- 
tion, for the convenience of space 
buyers and others, covering facts 
about the publication, its subscrib- 
ers, markets, circulation methods, 


etc. 
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Uniform ‘Price 
Spot’ on Packages 
Asked for Supers 


New York, Dec. 20.—‘Manu- 
facturers who will provide a uni- 
form price spot on their pack- 
ages will not only win the ever- 
asting gratitude of the super 
jarkets industry, but tremendous 

sod will for their product and 
their company,’ M. M. Zimmer- 
man, publisher of Super Market 
Merchandising, told the New York 
chapter of the American Market- 
ing Association this week. 

“A market selling $2,500 worth 
of grocery packages weekly must 
individually mark over 15,000 
items for self-service selling,” he 
said. “The handling and labor 
costs involved can be reduced 
materially with the cooperation of 
the manufacturers.” 


‘Impulse’ Buying Heavy 


Mr. Zimmerman cited the trend 
toward self-service meats and pre- 
packaged produce. In a discussion 
of packaging for super markets, 
he pointed out that “surveys dis- 
close that 75% of the women in 
food stores buy one or more 
items on impulse; 50% buy one- 
third of their purchases on im- 
pulses. Two thirds of the items 
bought on impulse are the result 
of display, and 29% because of 
their transparency.” Thirty-nine 
per cent of super market shoppers 
today, he said, are men. 

Supers today account for 35% 
of the nation’s $14 billion retail 
food volume, and plans are under 
way to build more than 3,000 new 


ones. The industry intends to 
spend at least $600,000,000 for ex- 
pansion, 


Packages which appeal to this 
vastly expanded market, he em- 
phasized, must have consumer— 
and dealer—appeal; “utility value 
providing protection of content’; 


oT 


Million 
Barrels 
of 


Beer 


American Brewer counts as 
ite paid subscribers company 
officials and key men re- 
sponsible for the production 
of 81 Million Barrels of Beer 
in 1944—94% of the total 
produced. 


A market survey is ready for 
you with the answer to any 
question you may ask about 
this Billion Dollar Industry. 


Umertcan 
Brewer 


202 E. 44 St., New York 17 


Member: 
Audit Bureau of Circulations 


size adaptable to shelf display 
and proper stacking, and “a uni- 
form white spot for the purpose 
of price marking.” 


Form Chicago Council 
on Public Relations 


Members of the American Coun- 
cil on Public Relations have or- 
ganized the Chicago Council on 
Public Relations to carry on in- 
struction and research in the field, 
assist institutions in obtaining 


qualified public relations experts, 
etc. 

Officers are E. M. Claypool, Illi- 
nois Central Railroad, president; 
Mrs. Hazel Ferguson, Butler 
Brothers, vice-president, and 
George L. Treadwell, Rotary Club 
of Chicago, secretary-treasurer. 


Wise Signs Drake Again 

William H. Wise & Co., New 
York publisher, interested in ex- 
panding its use of network radio, 
has signed a second series of com- 
mentaries by Galen Drake on the 
American Broadcasting Company. 


The new series starts Jan. 6, Sun- 
day, 3:15-3:30 p.m., EST, and 
Wise will continue to present the 
same commentator Saturdays at 
10 am., EST. Three weeks ago 
Wise was reported ready to sign 
Fiorello H. LaGuardia on ABC, 
but the contract did not material- 
ize. Huber Hoge & Sons is the 
agency. 


Named Media Director 


W. Telford has been appointed 
director of media with Harold F. 
Stanfield, Ltd., Montreal adver- 
tising agency. 


— 
Ww 


Cover Catholic 
Schools, Churches, 
and Institutions 
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35 W.WELLS ST., MILWAUKEE 3, WIS. 


another load. 


on which to base business decisions. 


Business Week... at work! 


You have many things to say to management-men 


iF takes brains to make brawn such as this... to make the Macks, the 
Autocars, the Chevrolets, Diamond T’s, Dodges, the Federals, Fords, G.M.’s, 


Internationals, the Studebakers, the Whites, you see lined up ready for 


So you'll find in those 11 truck manufacturers 246 Business Week 


subscribers, 723 pass-along readers ...management-men who know from 


a 

on, ee 
4 ans 
2 . — 4 


I! 


experience where to turn for factual reporting and intelligent interpretation 


This magazine isn’t made for dilettante duty. It’s made for the heavy duty of 


decision-making men. So, wherever you find management-men, you'll find 
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OF YOUNG AMERICANS 


a study of American young people from 8 to 20 years old — con- 
ducted by Stewart, Brown & Associates for National Comics Group 


WHO WERE INTERVIEWED? 
... More than 5 nino jeltiniend girls — from 8 to 20 years old — whose fayorite 


reading is comic magazines. This sample, the research experts say, is suffident 
to give a true picture of all the 25 million American youngters within these 


age ranges 


WHERE WERE THEY INTERVIEWED? 
... In 41 urban areas, from coast to coast .. . outside of their homes, to mini- 


mixe parental “coloring” of their answers 


WHEN WERE THEY INTERVIEWED? 
.. From May to July, 1945 


WHAT WERE THEY ASKED? 
.. Their likes and dislikes about products they now use... Their knowledge 
about products they use, and products they've heard about . . . Their reasons 


for liking or not liking, using or not using other products 


WHAT WERE THEY ASKED ABOUT? 
. Mass-selling products in 26 different large classifications . . . such things 

as Soft Drinks, Rubber Footwear, Hair Tonics, Bicycles, Flashlights, Toilet 

Soaps, Fountain Pens, Candy Bars, Dentifrices, Cereals, Chewing Gum, Break- 

fast Food, Shoes 
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WHAT BiG FACTS WERE REVEALED? . .. 


‘T) The young comic magazine readers, from 8 to 20, know about brands 
These young people have enthusiastic brand preferences 
They form their brand preferences early 


Their brand likings follow att interesting “age pattern” — the girls’ expressed 
“preferences about toflet soaps, for instance, are most revealing 


Brand preferences that are formed early last long ps proof that it is good , 
business to have young people think well of « product while they 


GS 

© 

(4) To an amazing extent, they make up their own minds 
6 | 


are young 

@ "Advertisers whose products are outstandingly popular with all America 
heve consistently advertised to young America 

8) Comie ntagazines reach and are read by three-quarters of America’s 

“8 to 20-year-olds ; GP nag: med 


sp You wl Lr know She 
BRAND PREFERENCES OF YOUNG AMERICANS” 


(Wnt Bist a. hana 


NATIONAL COMICS GROUP 


% 420 LEXINGTON AVENUE, NEW YORK, N. Y. 
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Arden. cost of operating its cosmetic de-| facilities on proportionately equal 

FIC Demonstrator In a routine action, FTC had is-| partment “to the extent of the|terms to all competing purchas- 
sued a cease and desist order pro-| difference in the allowance” (AA, ers.” 

hibiting Arden from discrimina-| Oct. 15). The Patman committee, in hail- 

Order VS Arden tion in assigning demonstrators to By inference, the decision rati- | ing the verdict, predicted that FTC 

. its customers, or discrimination in| fied most of the FTC arguments will issue a flock of new orders 

paying toward the salaries of|against “prestige” standards in|against other cosmetic manufac- 


allocating various dealer aids. The| turers charged with similar dis- 


Arden demonstrators in various 

p e y ourt stores. court majority agreed, however, | criminations. 
that it might be difficult to meas- An indication of the problem 
Washington, Dec. 20.—Any ling- reves Wine $8,008 Award ure damages where discrimination raised for firms who are involved 
ering doubt about the ability of a Using the FTC order as a/centered on such things as adver-| in these actions is suggested by 
retailer to collect triple damages springboard, the Gus Blass Com-|tising allowances, where the in-|the fact that Arden had provided 
(sc Hlectaainalion wider tae Bcb- | °"* Little Rock, obtained $3,030| jury depends on the results the|the demonstrator services for only 
and costs in an action that finally | advertising produces. A majority,}a few of the 725 department 


inson-Patman Act evaporated thi : : : > ’ 

week. as the Guedions Oourt aa. reached the eighth circuit court of] with one justice dissenting, felt,| stores, 25 specialty shops and 2,250 DISHES... BATH 

eniesed efforts of the Elizabeth appeals, and then the Supreme | however, that demonstrator serv-| drug stores handling its line. TT LAUNDRY 

Arden: Sales Corporation to chal- Court, contending that Arden had| ices, as offered by Arden, could be| Similar FTC actions, involving 8 nanan HOUSEHOLD 

Satie Gn aiend tn SevOr of 0 Little | SUC 1t $20 2 week love toward | readily evaluated. discrimination on “prestige” - 

Rock department store. ny esti | . ° renga aoe While FTC was not a party to|grounds, are pending against a 

Acclaimed by the Patman small it allowed its next door Competi~| +. damage action, its cease and numiber of other types of firms, WASHING 

business committee of the House | ‘*: ae desist order against Arden carried | mcluding fabric and dress firms. - ASHING POWDER 

The circuit court ruled that Ar-| | saerable wei ght with the These cases involve both demon- ar your Favovile store 
strator and advertising allowances. 


“as a legal weapon to make anti-| gen has failed to prove that the 
discrimination sections of the Rob-| gifferences in allowances were| Court The majority refers, for a A dow teas. dherecter 
inson-Patman Act self-enforcing,”| based on “any determinable basis example, to FTC’s argument that A . "Mr. Nobs," created by Pardee Cash 
the decision is regarded as a sig-|cr standard ‘whatsoever. It held| the “seller is free to elect the serv- | “#ppoints Hartman & Associates, Los Angeles, has been 
nificant victory for the FTC, which] that the differences in allowances] ices or facilities he will provide, Pag © ores i a, eo put to work in a series scheduled for 
had instituted the original dis-| placed Blass at a competitive dis-| but having made that selection, he oalidal  Gecree H. there early appearance iin Pacific Coast 
crimination complaint against| advantage because of the increased | is bound to furnish the services or|Company, Chicago, as its agency. newspapers, sales aids and eventually 
: on the package. Nobbs Chemical Co. 
makes the product. 


a fe N. Y. Media Men Elect 


Barber of Compton 

Walter Barber, head space buyer 
of Compton Advertising, Inc., has 
been elected president of the 
Media Men’s 
Association of 
New York for 
the coming 
year. 

Other new 
officers are 
Daniel Pykett, 
Arthur Kudner, 
Inc., lst vice- 
president; Sid- 
ney Schaefer, 
Buchanan & Co., 
2nd vice-presi- Walter Barber 
dent; Robert 

Erath, Kenyon & Eckhardt, treas- 
urer; Harold Stearns, Duane Jones 
Company, secretary; William 
Schink, G. M. Basford Company, 
sergeant-at-arms; Harry Parnas, 
ae Cecil & Presbrey, and Archer 
es. Beyea, Export Advertising Agency, 
members of the executive board, 
and Daniel Gordon, Ruthrauff & 
Ryan, chairman of the executive 
board. 
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In June, 1940, a i 

ally advertised ‘anaes 
cereal enjoyed 98.4% 
distribution in Oklahoma 
City grocery stores. By 
October, 1945 the figure 
was 31.7%. If informa. 
tion such as this is of in- 
terest, ask for one of the 


followin : . 
available: 7 aw son 


COFFEE 
CEREALS 


Resigns Account 
Jimm Daugherty, Inc., Chicago, 
has resigned the account of Lais- 
ter-Kauffman Aircraft Corpora- 
tion, St. Louis. 


Oklahoman and Times research service, dis- 


rupted during the war, has been completely re- 


READY-MIXED FOOD 


LIQUID CLEANSERS 


CANNED FRUIT 
JUICES 


converted and is now in full swing. 


Fifteen postwar studies already completed on 


les ¢ istribution i slahoma Ci , 
sales and distribution in Oklahoma City reveal FLOUR 


HAIR TONICS 


startling trends every manufacturer and jobber 


should know about . . . facts that may well lead 


DENTRIFICES 


to exhaustive revisions in merchandising plans 


: RAZOR B 
for this market. LADES 


MAGAZINES 


Other studies are in progress. Special investi- 
gations reflecting market changes in the Okla- 


homa City market will be undertaken on request. 


MARGARINES 


If you are interested in any of the completed sur- CASSEIN PAINTS do, say We is © 
; : . jsest thing to 

veys.. . . if you have any questioris about Okla- TOOTH BRUSHES pea ere heck out of euch queer 
: P ‘ 8 ts as Wh r 

homa City of 1946 you would like answered . . . PERMANEN named ae big State 

simply address: National Advertising, The Okl = wave Kentucky: vertisers really 

simply address: Nationa vertising, The a- what most aOvrr ville Trad: 


homan and Times, Oklahoma City, 


THE DAILY OKLAHOMAN 
OKLAHOMA CITY TIMES 


REPRESENTED NATIONALLY BY THE KATZ AGENCY, INC. 
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An independent survey* recently completed revealed that among Chicago Daily News 

families— 
105,169 of them will buy or build HOMES 
165,812 of them will buy LIVING ROOM FURNISHINGS 
98,983 of them will buy DINING ROOM FURNISHINGS 
103,378 of them will buy BEDROOM FURNISHINGS 

And, as you are informed by the headline of this message, they also have refrigerators 
on their mind. As peace-time manufacturing produces adequate supply, the number of_Chi- 
cago Daily News families who will go shopping for refrigerators is greater than ALL the 
families in Jersey City, N. J., or ALL the families in Toledo, Ohio, or ALL the families in 
Providence, R. I. 

That the selected mass circulation of the Chicago Daily News provides a wealth of sales 
opportunities for advertisers is beyond question. The Daily News is an advertising medium 
whose place in the home is one of respect and trust. The buying power of the Daily News audi- 
ence is of first importance to advertisers whose selling plans—whether today or tomorrow— 
include the important Chicago market. 

FOR 69 YEARS CHICAGO'S 
HOME NEWSPAPER 
DAILY NEWS PLAZA: 400 West Madison Street, CHICAGO NEW YORK OFFICE: 9 Rockefeller Plaza 
DETROIT OFFICE: 7-218 General Motors Building SAN FRANCISCO OFFICE: Hobart Building 
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Mart Names Ollman 


General Manager 


Wallace O. Oliman, assistant 
general manager of the Merchan- 
dise Mart, Chicago, since July, 
1944, and associated with the Mart 
for the past ten years, has been 
named general manager, succeed- 
ing John C. Goodall, resigned. 

Stanley Fraser, for eight years 
building manager, has been ap- 
pointed sales manager. J. N. 
Stewart, in charge of market pro- 
motion since 1938, has been ap- 
pointed advertising and market 
promotion manager. 


Heads Chain Sales 


Homer P. Metzger has been ap- 
pointed sales manager of the chain 
store division of Hudnut Sales 
Company, New York. He was for- 
merly syndicate, sales and pro- 
motion manager of Zonite Cor- 
poration, WPB salvage chief and 
an account executive of H. W. 
Kastor, & Sons Advertising Com- 
pany, New York. 


Newsprint Drops 
to 37-Day Supply, 
but Output Gains 


New York, Dec. 20.—Stocks of 
newsprint paper in hands of daily 
newspapers at the end of No- 
vember were 37 days’ supply, or 
three days’ supply less than at the 
end of October, the American 
Newspaper Publishers Association 
has announced. 


Increase Consumption 


The 37-day figure compared 
with 53 days’ supply at the end of 
November, 1944. Daily news- 
papers reporting to the ANPA 
consumed 236,090 tons of news- 
print paper in November, 1945, 
compared with 211,572 in No- 
vember, 1944. In the first 11 
months of 1945 daily newspapers 
increased their use of newsprint 


by 3.9% 
of 1944. 

News Print Service Bureau has 
estimated newsprint production 
in North America during Novem- 
ber at 391,383 tons and shipments 
at 387,625 tons, as compared with 
production of 346,899 tons and 
shipments of 336,723 tons in No- 
vember, 1944. 


from the parallel period 


Plans Several ‘46 Series 
for ‘Crown Tested’ Rayon 


American Viscose Corporation, 
New York, will promote rayon in 
1946 in 1,290-line newspaper in- 
sertions in 10 plant cities, with 
campaigns in business papers, and 
an educational program in school 
and educational publications. Gar- 
ments made of rayon will be fea- 
tured in Charm, Mademoiselle, 
Parents’ Magazine and Vogue, 
with the copy theme switched to 
a new silhouette treatment head- 
lining the “Crown Tested” symbol. 

An institutional campaign will 


Advertising Age, December 24, 1945 


run monthly in Business Week, 
New York Journal of Commerce, 
Nation’s Business, The New York- 
er, Time, United States News and 
Wall Street Journal. J. M. Mathes, 
Inc., is the agency. 


Names Gardner 


Aqua-Sec Corporation, New 
York, has appointed Alvin Gard- 
ner Company, New York, to con- 
duct a campaign for “Definized,” 
a new chemical formula for 
shrinkage coritrol of rayon fabrics 
which will be marketed under a 
licensing arrangement and label 
control plan. The finish, it is 
claimed, makes possible, for the 
first time, confining residual 
shrinkage of rayon to within 1%. 


House of Plate Appoints 


The House of Plate of Detroit 
has appointed Norman D. Waters 
& Associates, New York, to handle 
a campaign in newspapers, maga- 
zines and business papers for 
Trio-ette triple compacts. 


IN NASHVILLE 


AMERICAN 
MUTUAL 
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THe % 300K 
DAT CONSUMER 
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Prosperous people make prosperous prospects — and Nashville's 
population and income increases have outstripped those of the 
state and the nation since 1941 ! Radio Daily Survey rates Nash- 
ville as an A-| postwar city—one of only sixteen such cities in 
America. Here with the help of WSIX—you may find more thani 
a million potential buyers for your product. Top shows of both 
American and Mutual networks guarantee a big, interested audi- 
ence. Add it up: market, coverage, audience—and REASONABLE 


RATES, and it's easy to account for the buyer-appeal of WSIX. 
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THE KATZ AGENCY, 


5,000 WATTS 
980 K. C. 


Represented Nationally 


by 
INC. 


Newspaper Net 
Group Organized 
in New England 


Boston, Dec. 18.—A group o 
New England newspaper exer. 
tives has set up a four-man com. 
mittee to plan formation of , 
regional newspaper network fo; 
affiliation with the America) 
Newspaper Advertising Network 
national organization formed t 
sell advertising space in news. 
papers. 

The committee was organized 
following presentation of finding; 
of a year-long survey prepared by 
Marion Harper Associates, New 
York market analyst, evaluating 
the New England market. The 
study was sponsored by the Bos. 
ton Herald-Traveler and Provi- 
dence Journal-Bulletin, both mem- 
bers of the ANAN, and by the 


New Haven Register; the Press 
Herald, Portland, Me.; the Union, 
Springfield, Mass., and the Wor- 


cester Telegram, in New England. 
Committee members include 
Franklin B. Hurd, Providence 
Journal-Bulletin; Howard Booth, 
Worcester Telegram; John H. 
Jackson, New Haven Register, and 
Daniel B. Ruggles Jr., Boston 
Herald-Traveler. 


Thrower, Norton Named 
ABC Vice-Presidents 


The American Broadcasting 
Company, in a realignment of ex- 
ecutive personnel, has named Fred 
M. Thrower Jr. and John H. Nor- 
ton Jr. as vice-presidents. 

Mr. Thrower, returned after 
service with the Navy in foreign 
theaters, will be in charge of sales. 
Mr. Norton, manager of the sta- 
tions department, will be in charge 
of stations. Murray Grabhorn, 
formerly assistant general sales 
manager, has been appointed to 
direct the activities of a new de- 
partment, station sales. 


Appoint Kupsick Agency 

Frankel Foundations, New York, 
has appointed J. R. Kupsick Ad- 
vertising Agency to handle a 
magazine advertising campaign 
for Fleurette girdles. Pages in 
fashion magazines and _ business 
papers will be used. 


Hubbard to Foulke 


Hubbard Milling Company, 
Mankato, Minn., and Ambridge, 
Pa., has appointed Foulke Agency, 
Minneapolis, to handle its adver- 
tising. Farm and trade publica- 
tions will be used. 


Leading Agencies Rely on 
Faithorn 3-in-] Service! 


We would like to show you 
samples of work that we 
are regularly producing for 
leading advertising agen- 
cies through our COMPLETE 
SERVICE METHOD of oper- 
ation. Ad-setting, Engraving 
. all under 
ONE roof. Phone or write to 


THE FAITHORN CORPORATION 
400 N. Rush St., Chicago 11 
Phone WHitehall 2300 


and Printing .. 
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Charley r Jaoobs LFeo 
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Ph* - Charley Jacobs is Advertising Manager of 
Klein’s Sporting Goods, Chicago. You’ve heard of Klein’s. If a 
fighting trout sings you a spring song, and you’re pals 
with a golf ball, you’ve been there. Klein’s is the 
largest men’s sportswear mail-order house in America. 
Charley Jacobs knew about TRUE... had heard what 
it would do... would it do that for Klein’s? 
He’d find out... 
So he did. Klein’s ran a 92-line test ad in May. 
Charley wrote us an unsolicited letter about the 
results... 


Klein’s tried it again in the June TRUE. 
And Charley wrote us 
another letter... 


caTAsLisHEer 


oP 
«powerBoxlaoap%* 


* . . + That’s the story of Charley Jacobs’ 
TRUE Ad-Ventures so far. Other good things will happen. They happen to 
all of you who use TRUE. 
More than 750,000 men will 
— buy the December TRUE at their 
newsstands. TRUE readers pay a 
premium price to get the only 
man’s magazine of its kind. 
More than 130 leading adver- 
tisers of things men want are 
using TRUE this year — in- 
creasing TRUE’S 1945 advertising 
revenue 361% over 1944! 


The Mans Ma pane “ue 
Shs min for you 


FAWCETT PUBLICATIONS, 
295 Madison Avenue, New at ny N. Y. 
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World's Largest Publishers of Monthly Magazines 


— wee 
C a ; 
; 
f i 
= LD <P> ag ‘ 
. se y: f (" = ar be \ 
ae aie oe , 
; Seas 
oe i 
. * * we 
e <@ ° Bok 
rB i : 
v “ta Sy i 
y ‘e) oc 
<a pno mY A 
“- = 
* Se, a 
——— » <— | ma 
7 se ne SSS ay, ee 
Lea XN. 4m yy ‘Awe - : ays ig 
ya) My fe) % GN a he ": a 
Jy lop © POET Yaa yy 
kn Im CA; lo 2 NE = ‘ 
ty Ow; Tho se tea Ne Maeay, Os = i a 
Sj Ne Ug, a 2 mom, 87 he iW 4, =m 
On Ng Vy, th At Ave Tue see, < tis a. 
M; Jj As en vd D Yo a a7 J; is Go ie 7 ’ 
ay Mung? Youre sy} Ch; Bait , , - 
ba’ ight Oy Ure Wl Dy 7 ae ¥ G 8 
: Ing Ssus Be kno ings She . Cages Ne 25 
. ; w “is “ 
ve ® Co cs , = 7. One i ‘, rz 1995 ¥ 
an Pelz Si gt ge ue UP pit Qy ) 
Ry ai | ig, ° at Bg db] ‘ fy er ‘. é 
a th es, 2% €ag 78 " we £ q ag,°d os 
1 a. Ite 42de”i Le ha, Pa;* er? = 
- ' i As, th den y.Pay, 2 . 9 
: ’ Se a t “ha, a th ,ci @ cin pth | 
/ ee 2 * a ° t t e th lo So? In e 
g =< nore 20 nw g 2 ¥o,24 
. : Sy @ pects, St 25/°u 
e re g Ong St Lop Lt Ces ‘i 
a ompo ~ 0 ts Z Ru, C Roun, "El om, | 
KCA ca, et acta PE "Pet Z| 
4, e e % 
iy, ft A g C00p o) - Ge : 
: ‘e) OCT .s Sing “ac d | - ~ 
co OW Na pe ; = 
30 Ply Can / €e, > If, as 
fas | a « iy >.) + 4) 
{9 4 Sy 2 eo 2) ong e VE - = Z a 
/ Dns Spy Geole> i \ eae ot 
i of ot Me, Ps : - - 7% : 
ee ; 4 LA. Xx a Wrong dw ' eg f fj me 
° \ paorires 00073 MTA 
o a | > As " 
‘Z : 
, August 18th, 1945 2 
Mr. Jim McGlone» True Magazine» | KK, = 
360 N. michigan Ave.» Chicagéo: Tilinois ' ‘ 
sly on pear Jim: a 
, As you know, We ran 4 ntest" ad in your j a 
rvice! June 1945 jssue solicitine requests for , a 
our catalog at twenty-five cents each, a 
as which is refundable with the cirst order ; * 
t we To date We nave received £OUr hundred and '§ 
3 for twenty-Si* replies with twenty-five a 
nee cents enclosed: : £ 
a We consider this 4 very good response and 4 
were as 4 consequence are giving you & six 4 
per- months schedule for similar ads - q 
sincerely yours; 
KLEIN' Ss SPORTING GOODS : 
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PREMIER 
PUBLIC 
ADDRESS 
SYSTEM 
of the U.S... 


_ I 


that at one time, brings a commercial message to 
the ready reception of millions of families in the 
better half of all homes in the nation... 

... that gets the attention and. interest of all 
ages, all grades of income, all strata of society, all 
degrees of intellect from the illiterate to the 
academic learned . . . and both sexes. 

.» + that is timed by the calendar, not the clock... 
delivers the message over all day Sunday to habitual 
listeners, at home and at leisure 

... that gives advertising the highest possible 
visual reception to a known audience of known 
numbers and address. . . tangible, traceable, 
dependably resultful and productive ... 

. +. the colored comics sections and gravure 
picture sections of the leading Sunday newspapers 
in Metropolitan Group! 


Reader research confirmed 
eireulation sales experience 


Circulation Managers knew from experience that 
an outside section of: colored comics or gravure- 
printed pictures always sold more Sunday papers. 

Subsequent studies of reader preferences and 
reading habits showed the almost universal 
popularity of pictures and comics... proved that 
the Sunday sections of pictures and comics had the 
highest habitual readership . . . and an eye-traffic 
unequalled in any type of periodical literature. The 
readership ratings were evidence that both sections 
were exceptionally favorable sites for advertising. 
And advertising experience followed suit—in 
coupons, premium offers, sample sales, mail order, 
direct response in sales for distributed merchandise. 


NEW YORK: 220 East 42nd Street 
CHICAGO: Tribune Tower 


Gravure and comics sections, however, were not 
easy for the advertiser to use . . . had wide variations 
in cost, mechanical requirements and production 
standards. To make these particular media more 
accessible and usable to advertisers, Metropolitan 
Group was formed in 1932 by eleven leading Sunday 
newspapers. The Group membership has grown to 
46 newspapers, of which 25 of the largest carry both 
gravure and comics. 


Metropolitan Group means 
greater advertising opportunity 


Metropolitan Group today makes available to 
national advertisers the best urban markets in th- 
whole country ... and gives more concentrated 
coverage in those markets than any other single 
medium, the average magazine list, or even the 
highest-rated radio network programs. 

With 16,000,000 circulation of its comics sections 
and 13,000,000 circulation in gravure, Metropolitan 
Group gives maximum weight to advertising in 
territories of maximum potential . . . reaches from 
20% to more than 50% of the families in thousands 
of large, medium and small markets. 

The Metropolitan Group papers are all proven 
producers in their own right, individual media of 
importance, linage leaders for retailers as well as 
national advertisers . . . vehicles of importance an! 


influence. And their Sunday issues are demand’ 
merchandise, wanted, paid for, bought regularly b 
readers far outside the daily edition’s range . . . An: 
the comics and picture sections are preferred 
positions for the national advertiser. 

The Group purchase permits selection of wante: 


THE NATIONAL NEWSPAPER NETWORK 


Metropolitan 


Group 


DETROIT: New Center Building 
SAN FRANCISCO: 155 Montgomery Street 
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Some M G Comics advertisers. . .°45 


Best Foods Inc. 

Bristol-Myers Company 
Chesebrough Mfg. Co. Cons’d. 
Colgate-Palmolive-Peet Co. 
Columbia Pictures Corp. 


Corning Glass Works 
Derby Foods Ine. 
Eversharp Inc. 

F. W. Fitch Company 
General Mills, Inc. 


A. C. Gilbert Company 
Gillette Safety Razor Co. 
Geo. A. Hormel & Co. 
International Pictures Inc. 
Lamont Corliss & Company 


Thos. Leeming & Company Ine. 
Lever Brothers Co. 
Lionel Corporation 

Maybelline Company 

Mennen Company 


National Biscuit Company 

Noma Electric Corp. 

Paramount Pictures Inc. 

Pepsi-Cola Company 

Pepsodent Div. of Lever Brothers Co. 


Pillsbury Mills Inc. 

Plymouth Motor Corp. Div. of Chrysler 
Procter & Gamble Co. 

Quaker Oats Co. 

R. K. O. Radio Pictures Ine. 


R. J. Reynolds Tobacco Co. 
Schutter Candy Co. 

Standard Brands Ine. 

W. A. Sheaffer Pen Company 
Strathmore Company 


Tea Bureau, Inc. 

Twentieth Century Fox Film Corp.) 
United Artists Corporation 
Whitehall Pharmacal Co, 

Wildroot Company Inc. 


Some MG Roto advertisers. . .°45 


Alfred Dunhill of London, Inc. 
American Lady Corsets 
Armour & Company 

Artistic Foundations 

Aviation Corp. 


Best Foods, Inc. 

W. Atlee Burpee Co. 

California Fruit Growers Exchange 
Can Manufacturers Institute 


Casco Products Corp. 


Chevrolet Motor Division 
Chris Craft Corp. 
Consolidated Cigar Co. 
Colgate-Palmolive-Peet Co. 


Adianta Journal 
Baltimore Sun 

Boston Globe 

Boston Herald 

Buffalo Courier-Express 


Detroit Free Press 
Fresno Bee 


Houston Chronicle 


markets ... but earns lower than individual card 
rates ... cuts advertising and marketing costs. 


Metropolitan Group is also 
advertisers’ service bureau 


Metropolitan Group prepares estimates for any 
list of Group papers . . . compiles the distribution of 
circulation in the markets covered for sales staffs 
or merchandising programs... handles mechanical 


production and billing. 


The advertiser furnishes only one piece of 
copy; for either comics or gravure. In comics, MG 
arranges for the mechanical production of 


engravings, sends the required printing material to 
each comic-sections printer. In gravure, duplicate 
prints or positives are sent to all printing plants. 


Advance proofs are secured for merchandising 
or trade distribution. Checking copies are sent 
to both the agency and the advertiser. 


Coty, Ine. 


Decca Records Inc. 


Defoe Shipbuilding Co. 
Wm. DeMuth & Co. Ine. 


Draper Bros. Woolen Mills 


Florida Citrus Commission 


Florists’ Telegraph Delivery Assn. Ine. 


Ford Motor Co. 
S. M. Frank & Co. Ine. 
General Sea Foods Corp. 


General Mills Inc. 


General Motors Corp. 


General Time Instruments Corp. 
Goodall Worsted Company 
The H. W. Cossard Company 


Hamilton Watch Company 
Hurley Machine Div. 
Illinois Watch Case Co, 
lodent Chemical Co. 
Johnson & Johnson 


S. C. Johnson & Son Inc. 
Kabo Corset Company 
Jacques Kreisler Mfg. Corp. 
Kroehler Mfg. Company 
Lamont Corliss & Company 


Life Savers Corp. 

Thomas J. Lipton Inc. 

Loose Wiles Biscuit Company 
McKesson & Robbins Inc, 
National Confectioners Assn. 


Nestle’s Milk Products Inc. 


New York Knitting Mills 
Parker Pen Company 


Penn Tobacco Company 
Pepsodent Div. of Lever Bros. Co. 


One order and one bill covers the purchase of the 


largest unit of advertising available today. 


Immediate orders 


are advisable for 1946! 


In 1945, despite paper limitations, Metropolitan 
Group served 217 advertisers—some of which are 
listed on these pages—and billed a total of over 
$11,000,000 to the 124 leading agencies which 


placed the advertisements. 


With paper still restricted and available space in 
many issues for 1946 already sold out, orders 


should be placed immediately. 


For concentrated coverage in the best markets... . 
for low cost color in comics sections, for the 
presentation of package or product .. . for the finest 
periodical reproduction in gravure, full color or 
monotone . . . for merchandisable, trade effective 
promotion . .. for lower costs, in comparison with 


any other type of media... 


the greatest advertising opportunity of our times! 


... Full details, any office. 


Des Moines Register New Orleans 
Detroit News 


Times-Picayune-States 
New York News 


New York Herald Tribune 


Charlotte Observer Indianapolis Star Oakland Tribune 
Chicago Tribune Long Beach Omaha World-Herald 
Cineinnati Enqui Press-Telegram 

BEyetN ‘ygpeeyd Her PCL Es Oregon Journal 
Cleveland Piain Dealer Los Angeles Times 
Columbus Dispatch MinneapolisTribune Pblladelphia Inquirer 


Dallas News 


Milwaukee Journal 


Phoenix Republie 


Metropolitan Group is 


Philharmonic Radio Corp. 
Pillsbury Mills Inc. 


Procter & Gamble Co. 
Quaker Oats Co. 


Ralston Purina Company 


Revlon Products Corp. 


Richardson Boat Co. Inc. 
Roma Wine Co. Ine. 

Royal Worcester Corset Co. 
Helena Rubinstein Inc. 


W. A. Sheaffer Pen Co. 


Sonora Radio’ & Television Corp. 
Sterling Drug Inc. 
Studebaker Corp. 


Styleform Foundations 


Pittsburgh Press 


Rochester Democrat 
& Chronicle 


Providence Journal 
Sacramento Bee 

San Antonio Express 

San Diego Union 

San Francisco Chronicle 
Seattle Times 

Spokane Spokesman-Review 


Tailored Silk Undergarment Co. Inc. 
Wheeler Shipyard Ine. 

Wine Growers Guild 

J. R. Wood & Sons 

Youthform Company 


Springfield Union 
& Republican 


St. Louis Globe-Democrat 
St. Louis Post-Dispatch 
St. Paul Pioneer Press 
Syracuse Post-Standard 
Tacoma News Tribune 
Washington Star 


Washington Post 
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22 
Rejoins Prize Firm 

S. H. Lebensburger, formerly 
director of Export Control and 
Lend Lease Requirements, has re- 
joined the New York office of 
Cappel, MacDonald & Co., with 
whom he was associated for 15 


years prior to the war, as eastern 
sales director. 


Goodwillie Moves 
Byron Goodwillie, for eight 


years eastern advertising manager 
for Scripps-Howard Newspapers, 
has joined the New York rotogra- 
vure advertising division of Metro- 
politan Sunday Newspapers. He 
was previously Scripps-Howard 
western manager in Chicago. 
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The Class Magazine 


Perfumesand Cosmetics 


BEAUTY FASHION 
101 W. 31 St., New York 1 
Also publishers of Drug and Cosmetic Industry 


of the 


Lat 


— * 


Revise CAB Positions 


The Canadian Association of 
Broadcasters will return to its 
previous system of having an hon- 
orary president and a permanent 
secretariat, Feb. 28, when Glen 
Bannerman’s term as president and 
general manager expires. 


Many, Blanc to McCann 


Effective Jan. 1, McCann-Erick- 
son, Chicago, will handle the ac- 
count of Many, Blanc & Co., Chi- 
cago, maker of DuBouchett sloe 
gin and other liqueurs. 


Tracy Company Expands 

Tracy Mfg. Company, Pitts- 
burgh, maker ef SilviSheen sinks 
and cabinet tops and PermaSheen 
sink tops, has begun expanding 
production facilities in order to 
turn out its stainless steel and 
linoleum-on-steel products on a 
production-line basis. T. E. Dela 
Court, long in the home furnish- 
ings field, has been elected presi- 
dent. The company plans to 
launch a new advertising cam- 
paign through Ketchum, MacLeod 
& Grove. 
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New Magazine for 
Magazine Retailer 


Starts in January 


New York, Dec. 19.—Roy Quin- 
lan, editor and publisher of Maga- 
zine World, will publish News- 
dealer, a business paper for retail 
distributors of magazines, pocket- 
size books and other low-priced 
units of merchandise through 750 
independent magazine wholesalers 
in the United States and Canada. 

Sponsored by Magazine World, 
but published by a subsidiary cor- 
poration, Newsdealers Magazine, 
Inc., the new monthly paper will 
appear in January with a guar- 
anteed minimum circulation of 
60,000 copies an issue. It will run 
about 48 pages. 

The magazine will bear the im- 
print of the local wholesalers in 
each section who will purchase 
each issue for five cents. In “split 
towns” (where there are two ma- 
jor wholesalers), distribution will 
be rotated, one month by one 


\ 


ANY FOR THIS SECTION WO 


—FROM REPORT 


OF SURVEY 


A survey of the Worcester Sunday 
Feature Parade 
of the men and 
97% of the women who read The 
Sunday Telegram were avid readers of 
this popular locally edited magazine 


Telegram’s 


showed that 96% 


section! 


Publication Research Service, 
Chicago, made the survey in October 
1945 and the readership, according to 


PUBLICATION 


Magazine 


RESEARCH 


SERVICE 


their report, is “. . . as high as we have 
ever pnt for any similar section.” 
Edited by local people for local people, 
with this intense reader interest and a cir- 
culation in excess of 90,000, the Feature 
Parade Magazine offers advertisers a 


remarkable opportunity to cover effec- 


of 


tively Worcester and the Central Massa- 
chusetts area, one of the most prosperous 
and most stable markets in the nation. 


Fe eer Atcanesrrs 


WORCESTER, ee 
— GEORGE F BooTH Publisher- — 
ASSOCIATES, NATIONAL RE 


OWNERS of RADIO STATION WTAG 


wholesaler, the following month 
the other. 

Newsdealer will carry in esch 
issue a directory and price list of 
all magazines distributed on news. 
stands, handled by the American 
News Company and independent 
distribution. Editor will be Lans- 
ford King, editor of Post Exchange 
magazine. William H. Cobb, for- 
mer president of W. H. Cobb 4% 
Co., New York, is vice-president 
and advertising director. 


AVIATION MONTHLY OUT 
JAN. 15 FOR AIRCRAFT MEN 

New York, Dec. 19.—Boat Sia- 
tistics & Publishing Company, 
publisher of Boat & Equipment 
News, will publish the first edition 
of a new aviation monthly maga- 
zine, Aircraft & Equipment News, 
Jan. 15. 

The publication will control its 
circulation to owners of officially 
registered aircraft, and its edi- 
torial content will cover new 
product information of interest to 
the aircraft operator. 

David W. Grimes is editor and 
Walter J. Masterson Jr. is pub- 
lisher. 


Nyal Drug Store Sales 
Will Rise 121/2% in ‘46 


Drug product sales’ through 


agent stores will rise 124%% in 
1946, E. P. Matthiessen, president 
of the Nyal Company, Detroit, has 
forecast. 


“During the course of 1946 we 


plan the introduction and promo- 
tion of possibly 20 new drug 
items,” 
a considerable upswing in cooper- 
ative advertising set up through 
agent retail stores as a result of 
the already established Nyal in- 
centive advertising plan. 
stores are also expected to increase 
their use of local newspaper ad- 
vertising. Newspapers are second 
to calendars as the most popular 
medium among 14 different forms 
of advertising approved 
company’s 
plan.” 


he said. “There should be 


Agent 


) in the 
incentive advertising 


Conway Joins Hathen 


N. A. J. Conway Jr. has been 
named director of client relations 
of Hathen Productions, Philadel- 
phia commercial film producer. 
He was formerly advertising ana 
sales promotion manager of A. P. 
de Sanno & Son, Phoenixville, Pa. 


Jones Moves Studio 


Wyatt J. Jones has moved his 
art studio to the Republic build- 
ing, 209 S. State St., Chicago. 


If your budget 
permits only one 
newspaper 

in Buffalo, 

look! 


A number of Buffalo's 
important stores placed 


100% 


of their 1944 advertising 
space in the Courier-Express 


They know 
the Courier-Express 
Delivers the Goods! 


BUFFALO'S ONLY 
MORNING & SUNDAY NEWSPAPER 
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The Southwest Book Fair 
In Dallas 


(November 8-9-10) 


has again stamped this city with the mark of leadership in 
things cultural. 


Featured by the presence of many best-known writers, by 
exhibits of rare and unusual books; participated in by prac- 
tically all of America’s leading publishers and the literary in- 
terests of all Texas and the Southwest, the Fair was the first 
event of its kind in the history of Texas—or so far as we know 
of any region or city like ours. 


_- Che Dallas Morning News 


THE TEXAS ALMANAC 


RADIO STATIONS WFAA AND KGKO 


NATIONALLY FAMOUS 
BOOK PAGE—BUT WE 
SELL SADDLE SOAP! 


Does the nationally recognized Book Department of The Dallas 
News add color to your advertising picture? 


Possibly your product will sell without the Book Pages. 


But it will not sellin the Dallas market — in fullest measure — 
without the advertising power of The News behind tt, and the Book 
Pages are among the reasons why. 


For these pages are one of the features that make The Dallas News 
areal newspaper — a newspaper whose power and prestige spring 
from all types of homes in all the Dallas market. 


A real newspaper has to do everything. 


ONLY NEWSPAPER EXCELLENCE 
MAKES ADVERTISING POWER 


‘ “« 
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John B. Woodward, Inc. 


Representatives 
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TOTAL POPULATION 


IN KVOO'S DAYTIME HALF-MILLIVOLT AREA 


93% 


as great as 


ENTIRE STATE OF 
OKLAHOMA 


Including bonus counties of Mis- 
souri, Arkansas and Kansas, mak- 
ing the KVOO market—Oklahoma’s 
No. 1 Marke?. 


Printers Seek Veterans 
to Fill Industry Jobs 


Printing Industry of America, 
Washington, through its committee 
on education, is seeking to en- 
courage the recruitment and train- 
ing of veterans for the printing in- 
dustry. 

The committee, headed by Emil 
Mueller of Philadelphia, will in- 
augurate a national program of 
veteran recruitment in an attempt 
to make up the shortage of labor 
in the industry. Some estimates 
place the number of men needed 
at more than 75,000. Union restric- 
tions on apprenticeships and length 
of apprenticeships are _ factors 
which must be overcome in re- 
cruiting veterans. 


Two Join Burton Browne 


Elmer Decker, formerly adver- 
tising and sales manager of Pio- 
neer Gen-E-Motor, has been ap- 
pointed production manager of 
Burton Browne, Advertising, Chi- 
cago. Francis Howard, formerly 
with Merrill Kremer, Inc., Mem- 
phis, has joined the copy depart- 
ment of the Chicago agency. 


toh eS aa 
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NAM, Marketing 
Groups Studying 
Sales Research 


Indianapolis, Dec. 18.—Tabula- 
tions will be completed and re- 
sults made available within the 
next 90 days or so on the first 
comprehensive study of the use of 
marketing research by business, 
Wm. W. Huesner of Pabst Sales 
Company, told the American Mar- 
keting Association at a meeting 
here last week. 


Initial Effort of Plan 


The study is being financed by 
the marketing research sub-com- 
mittee of the distribution commit- 
tee of the National Association of 
Manufacturers, and marks the 
first effort along this line by the 
NAM. It is being done as an in- 
tegral part of a planned effort by 
the NAM sub-committee, headed 
by Earl Bunting, president of 
O’Sullivan Rubber Company, to 
|make top management more con- 


T’S a fact, not a theory, that your income— 

no matter how you earn it—is geared to the 
farmer’s income. If he’s prosperous, so are you. 
Your fortune depends on his. 


Agriculture’s people are so big a part of our 
population that any increase in their buying 
power pushes the whole national income up. 
Leading economists have charted farm income 
and national income over a Il7-year stretch, 
proved that national income is always directly 
proportionate to farm income. 


Thriving agriculture, thriving country! It’s an 
Economic Law we have here; and it justifies 
feeling good about the $28,000,000.000 Colossus 
earned last year, and the $16,000,000,000 he has 
salted away in savings. And add to this rosy 
picture the fact that Colossus has been assured 
a continuing prosperity by a guarantee of. 
**parity prices” for two years after the cessation 
of hostilities. No wonder advertisers are keep- 
ing a sharp eye on the American Farmer’s 
tremendous buying power, his giant pile of 
pent-up needs—and his favorite magazine. 


What business can ignore 
the farmer’s strength? 


aa - 
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A CURTIS PUBLICATION 


ae 
No. 1 with FARMERS—RURAL DEALERS—ADVERTISERS 
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HAUTE COUTURE—The emergence of 
the French fashion industry, about which 
fhere have been many stories of bravery 
during the occupation of the Nazis, 
is shown in this full-page ad in the 


Christian Science Monitor, in which 
costume, perfume and jewelry makers 
are represented, 


scious of the value of marketing 
research. 

Detailed questionnaires relating 
to the use of marketing research, 
how much is spent on it, how the 
money is spent and how the mar- 
keting research function is or- 
ganized in industry, have been 
mailed to all the 13,000 member 
companies of NAM, in each case 
addressed directly to the presi- 
dent. 

The purpose of the American 
Marketing Association committee 
which developed the research pro- 
gram and succeeded in getting 
NAM cooperation in its imple- 
mentation, was explained by Mr. 
Heusner as: 

“To develop all available facts 
about marketing research, in in- 
dustry today, and its develop- 
ment since 1940, that will assist 
management in evaluating it as a 
management tool. To set up 
yardsticks to help management 
determine the amount of research 
that must be done to effectively 
direct the sales and advertising 
functions of business; and to find 
out how the marketing research 
function should be set up within 
the organization.” 


New Post for Wyatt 

Carroll Wyatt, for the past eight 
years assistant advertising man- 
ager of the Register, Danville, 
Va., has resigned to become as- 
sistant director of advertising of 
Miller & Rhoads, Richmond, Va., 
department store. 


Weintraub Ups Jewett 

Kennon Jewett, copy chief for 
William H. Weintraub & Co., New 
York, since joining the agency in 
1943, has been elected a vice-pres- 
ident. 


COLLINS, MILLER & 
HUTCHINGS 


PHOTO-ENGRAVERS 


207 North Michigan Avenue 


Chicago 1, Illinois .....+- 
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== NEWS — 


No. 1 


Official News of the Continuing Study of Transportation Advertising 


DECEMBER, 1945 


DETROIT STUDY SHOWS AVERAGE CAR-CARD 
READERSHIP I$ 26 OF POPULATION! 


CAN YOU PICK 
THE WINNER? 


Below are the three top-ranking car 
cards in the Detroit study—No. 3 of the 


Continuing Study of Transportation Ad- 
vertising. These three cards delivered audi- 
ences of 33%, 32%, and 30% of the total 
population of Detroit (of 15 and over) ata 
cost per thousand readers of $2.84, $2.92, 
and $3.14. Answer below. 


Ys PAUL 
“ = JONES 


WHISKEY 


e.. ie . 
if you have questions about your rent 
call or write your nearest OPA office 


@.6. OFFICE OF PRICE ADmimSTRATION 


RENTS FOR MOST HOMES, APARTMENTS, ROOMING HOUSE 
AND HOTEL ROOMS HAVE NOT GONE UP IN ALMOST 3 YEARS 


WINNERS: 


The largest audience (35% of all De- 
troiters) was produced by the ad shown 
in the second position; second largest by 
the ad at top; third largest appears at the 
bottom. Average cost per thousand readers 


of these 3 ads was $2.97. 


506 Olive Street, St. Louis 1, Mo. 
203 No. Wabash St., Chicago ], Ill. 
Omaha Nat'l Bank Bidg., Omaha 2, Neb. 


National Sales Agents for TRANSPORTATION ADVERTISING CO. of Michigan 


MEMBER 


OOTHbA.. 


ADVERTISING COMPANY 


20 West 9th Street Bldg., Kansas City 6, Mo. 
10 East 43rd Street, New York 17, N.Y. 
6908 Upper Market St., Upper Darby, (Phil.) Pa. 


NATIONAL ASSOCIATION OF 
TRANSPORTATION ADVERTISING 


New Data Add to Standardized Studies Made by 
ARF and NATA in Newark, New Haven, Cleveland 


F all Detroiters, 86% are transit 
@) riders, and 40% make at least 5 
round trips per week by public transit, 
it is reported by the Continuing Study of 
Transportation Advertising. The Contin- 
uing Study, first standardized measure- 
ment of car card advertising, is a joint 
effort of the Advertising Research Foun- 
dation (jointly operated by AAAA and 
ANA) and the national Association of 
Transportation Advertising. 


Both reading and riding habits were 
studied. Of the 10 car cards tested in the 
Detroit area, the average cost per 1000 
readers was only $3.62. No adjustment 
was made for multiple exposures of the 
same reader, but careful “pre-testing” 
eliminated those who identified the ad- 


vertisements falsely before they had 


appeared. 

These cost figures, together with the 
data on riding habits of the entire adult 
population, give a more detailed index of 
coverage than that offered by any other 
medium. 


The smallest readership delivered by 
any-of the 10 cards was 19% of all De- 


*troiters of 15 or over, or 245,000 persons! 


4 Other Riding Habits 


Transit riding in Detroit is heaviest in 
the youngest age bracket: 93% of all 
persons 15 through 29 are transit riders, 
as are 85% of the 30-44 age group and 
81% of persons of 45 or over. From 84% 
to 90% of every income group rides pub- 
lic transit in Detroit. The average length 
of ride is 29 minutes; 45% of all riders 
transfer at least once to another car. 


eeeeee 


Standardized Information 


The Continuing Study of Transporta- 
tion Advertising was undertaken to de- 
termine the general characteristics of 
transportation-advertising audiences, to 
measure the size of the audience for 
specific advertisements, and to supply 
general information about riding habits. 
The method of measurement is com- 
pletely standardized and unbiased. Com- 
plete explanation of the survey method 
is described in the report offered in the 
coupon below. 


GET YOUR COPY 


Advertisers and their agencies can ob- 
tain copies of the Detroit survey free. 
Just clip the coupon to your company 
letterhead and mail to Transportation 
Advertising Company, 806 Transporta- 
tion Building, Detroit 26, Michigan. Spe- 
cific inquiries about transportation adver- 
tising for your product or service should 
be directed to the same address, or to 
Loomis Advertising Co., address below. 


p------ 


SEND NOW FOR FREE COPY... 


Transportation Advertising Company 
806 Transportation Building, Detroit 26, Mich. 


Please send meacopy of Continuing Study of Transportation Ad- 
vertising, No. 3,which gives details of the 86% ridership and low- 
cost readership of car card advertising in Detroit. 


AA 12-46 
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Goodrich Buys Hycar; 


Appoints A. J. Pick 

B. F. Goodrich Chemical Com- 
pany, Cleveland, subsidiary of the 
tire and rubber company, has ac- 
quired the assets of Hycar Chem- 
ical Company, maker of Nitril 
synthetic oil-resistant rubber. 

The parent company has ap- 
pointed A. J. Pick to the newly- 
created post of buyer and mer- 
chandiser of auto and home sup- 
plies, Pacific division, Los An- 
geles. 


World’s 
greatest 


EYE’ CATCHERS 
FREED cise 


in 
tions, Top m 
fine photography. Mal- 
tiplies pull of promo- 


and details on request. 
Ne obligations. No 
salesmen. 


EYE CATCHERS, BORG. Now vork 16 


General Mills 
to Make Monomelt 
Press Equipment 


Minneapolis, Dec. 
Mills, Inc., has arranged with the 
| Monomelt Company, designer of 
printing equipment, to manufac- 
ture new Monomelt products in 
the extensive plant of General 
Mills’ manufacturing division 
here. 

The new line will include plas- 
tic-mold electrotypes, routers for 
cylinder plates, heavy duty pre- 
cision shavers, etc. 

The General Mills manufactur- 
ing plant, originally built to per- 
mit the food company to make 
special machinery for packaging 
and processing foods, was en- 
larged during the war to turn out 
war materiel requiring use of pre- 
cision tools. The plant will be 
used to turn out General Mills 
home appliances as well as Mono- 
melt printing equipment. In ad- 
dition, the manufacturing and 


18.—General 


engineering facilities will be made | 
| available to other companies not 
| competitive with General Mills or 


Monomelt. 


Boggs Joins WLOL 


Norman Boggs has been named 
general manager of Station WLOL, 
Minneapolis. Mr. Boggs, sales 
manager of WGN, Chicago, will 
assume his new position Jan. 1. 
Starting with WGN in 1937 as a 
salesman, he headed WGN’s New 
York office until February, 1945. 
He succeeds E. S. Mittendorf, who 
resigned because of ill health. 


To Beaumont & Hohman 


L. N. Schwien Engineering 
Company, Los Angeles, has named 
Beaumont & Hohman, Los An- 
geles, to handle its advertising. 
Consumer aircraft publications 
will be used to promote the com- 
pany’s gyro-type aircraft instru- 
ments. 


Willem Promoted 


J. M. Willem, formerly research 
director of Leo Burnett Company, 
Chicago, has been named an ac- 
count executive. 


- ‘ 
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VEN DURING the darkest days of Japanese aggression in China, copies of Amer- 


ican Exporter continued to reach Chinese business firms. 


And some 


These were flown to 
of the letters received from 


Advertising Age, December 24, 945 


some Pe et me 


A. R. Morrow, v.p. in charge of production of Fruit Industri: s, 
San Francisco, and dean of California’s wine industry, was honor 
guest at a luncheon given by the staff Dec. 11 to celebrate his 83rd 
birthday. . . Robert Bloch, 29-yr.-old exec. with Gustav Marx A: - 
vertising Agency, Milwaukee, is the author of “The Opener of the 
Way,” a collection of 21 short stories, many of them previously pul - 
lished in Weird Tales magazine. He has been writing horror stories 
since he was 17. 


Wesley I. Nunn, ad manager of Standard Oil (Indiana), was gen- 
eral chairman of the Chicago Federated Adclub’s annual Off-the- 
Street Club benefit Christmas party, held at the Hotel Continental 
last Thursday. 

R, A. Stapells, v.p. of J. J. Gibbons, Toronto agency, has been 
elected pres. of the Canadian 
Automotive Ass’n for the 
13th year. Clarence 
Wheeler, v.p. of Station 
WHEC, Rochester, N. Y., 
who is honorary pres. of the 
Oak Hill Country Club, of 
which he was pres. for 16 
years, was guest of honor at 
a testimonial dinner Dec. 13. 
Frank Gannett, head of Gan- 
nett Newspapers and owner 
of WHEC, and Erwin Daven- 
port, gm., Democrat & 
Chronicle and Rochester 
Times Union, were on hand 
to pay tributes. . 

The Gold Medal of 
Achievement given annually 
by the Poor Richard Club of 
Philadelphia, goes this year 
to Ted R. Gamble; national 
director of the Treasury’s 
war finance division. Roger 
W. Clipp, club pres., will 
present the award at the or- 
ganization’s 41st annual ban- 


GREEN MOTHS—Byron Drachman, art 


Chungking, Kunming and other inland cities. 
readers there during those days were remarkable in the calm confidence in the future 
which they revealed. 


Official Chinese organizations and government departments cooperated in supplying 
us with the names of the major established Chinese industrial concerns, so that 
all would receive copies. (And to assure delivery, some of these copies were even ad- 
dressed in Chinese. ) 


One of these firms—a typical one—CHUNG YUAN PAPER MANUFACTORY, 


in Chungking, wrote— 


“Our firm is one of the leading paper mills here in 
China, and American Exporter is really a timely offer 
for us, by which we hope our knowledge of American 
trade will be greatly enriched.” 


Chungking 


Letters are now coming from former readers in Hong Kong and Shanghai—cut off 
for almost four years. The first letter from Hong Kong, mailed on October 20th by 
the first official airmail, said— 


“We shall be pleased, in addition to enlisting our name 
as subscriber, if you could supply us with all back issues 
to January, 1942, and let us know the total cost includ- 
ing postage.” 


Hong Kong 


On the first day mail was reopened to Shanghai, we airmailed to importers there. In 
fact, even before any mail could be sent from here, the first steps were taken to con- 
tact that trade again. 


We cabled an advertisement to the English language 
newspaper SHANGHAI EVENING POST AND 
MERCURY, announcing that American Exporter was 
ready to rush copies there as soon as mail service should 
be reestablished (which it now is). 


Shanghai 


AMERICAN EXPORTER is getting back to Chinese and other important cities 
in the Far East as fast as possible. 


AFIERICAN EXPORTER 


Johnston Export Publishing Company 
386 Fourth Avenue New York 16, N. Y. 


Offices in: 


PHILADELPHIA CLEVELAND CHICAGO ST. LOUIS SAN FRANCISCO LOS ANGELES 


quet Jan. 17.. 

Charles Luckman, new ex- 
ecutive vice-president of 
Lever, Bros., and president 
of the Pepsodent division, 
was given a testimonial 


director of the Chicago office of Ruth- 

rauff & Ryan, and Mrs. Drachman were 

among the several hundred people in 

fancy dress who attended the Green 

Moth ball, first postwar party held by 

the Artists Guild of Chicago at the 
Hotel Continental. 


luncheon at the _ Interna- 

tional Club in Chicago Dec. 14 by the top executive group of Pepso- 
dent, including Henry Woulfe, vice-president and general manager; 
James Barnett, vice-president, advertising and merchandising; Wal- 
ter McKee, vice-president, sales; Malcolm Hart, director of sales; 
George Stege, director, advertising and merchandising; Phil Kalech, 
sales manager; Frank Brodsky, ad manager; William Eckman, pro- 
duction manager; Rudolph Molina, export manager; Jerry Lane, 
comptroller, and Dr. Ted Rider, technical director. Mr. Luckman 
was presented with a magnificent Atmos clock and a scroll of ap- 
preciation. .. 

Elmer E. Flagler, 
classified display ad 
manager of the New 
York Daily News, 
and formerly west- 
ern .nanager, wil] 
be host to many of 
his Chicago friends 
at luncheons at the 
Kungsholm Dec. 27 
and 28. He will dis- 
play “Seventeen 
Days,” a motion 
picture of the New 
York newspaper 
strike last sum- 
mer... 

In a wedding 
ceremony Dec. 15 
Laura Sattewhite, 
assistant to Jules 
Herbuveaux, p ro - 
gram director, NBC 
central division, be- 
came the wife of 
Walter Wicker, for- 
merly radio director 
of Compton Advertising, Chicago, and now a prefabricated housing 
executive. The ceremony was held in the home of NBC announcers 
Louis Roen and his wife, Elizabeth Hart, on Chicago’s near north 
side, and was attended by many advertising and radio notables. . . 

John Vincent Hogan, son of WQXR and WQXQ Pres. John Vin- 
cent Lawless Hogan, married Madeleine Miller of Tulsa, Okla., in 
the chapel of the Boston Ave. Methodist Church there Dec. 4. The 
groom, recently discharged as a staff sgt. with the 10th Air Force, 
returned to the U. S. by air Nov. 9 after service in the C-B-I the- 
ater. .. June Noble, daughter of Edward J. Noble, chairman of the 
board of American Broadcasting Co., was married to Lt. David 
Shiverick Smith, USNR, in Greenwich, Conn., on Dec. 8. Lt. Smith 
served 30 months in the Pacific. . . 

Ed Murrow, CBS correspondent, toted his Scotch with him last 
time he went to London, where the drink is about non-existent 
nowadays. And it was all courtesy of Foote, Cone & Belding’s New 
York publicity, Jack Burnett, who brought the Scotch to New York 
from the liquor store he owns in Chicago. . . 


TIME-HONORED—Maubert St. Georges, presi- 

dent of St. Georges & Keyes, New York, reads the 

poetic tribute that accompanied the Time, Inc., 

moustache cup given him in honor of the agency's 

sixth birthday. Also celebrating are Robert Mann 

and Brooks Herring of Time, and George Wil- 
liams of McCall Corp. 
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TELL and SELL through this NATIONAL SHOW for 
your product for $37,200 a year complete 


REDBOOK advertising 


is “Smart Money” 


e@ REDBOOK buyers pay 25¢ an issue — 
buy to read! 


e High editorial percentage helps create 
cover-to-cover interest. 


@ Monthly issues guaranteedonger life. 
@ Reader Research assures constant ap- 
peal. 


OU know that industry is busily engaged in preparing post- 

war innovations. Obviously you’re not planning a “toaster 
oven”, but competition in your field, in reaching new markets and 
re-establishing trade-names and trade-marks will call for the ex- 
penditure of “smart dollars” to get your money's worth. 

So consider the advantages of outsmarting instead of outspend- 
ing competition. Consider REDBOOK’S NATIONAL SHOW 
FOR YOUR PRODUCT FOR $37,200 A YEAR COMPLETE. 

Before a cohesive and important audience of 1,500,000 families 
who enjoy fine fiction (certainly indicative of good taste) your 
story is given both VISUAL and EXPLANATORY presentation, 
that answers the inevitable “WHAT” and “WHEN” of new — or 
established — post-war appliances. 

With more advertising space becoming available, NOW is the 
time to consider Redbook’s NATIONAL SHOW FOR $37,200 A 


YEAR COMPLETE. 


To Nearly 1/5 of America— 
A Program of Proven Sales Power 


Redbook, Cosmopolitan, and 
American, THE 6 MILLION FAMILY 
MARKET, reach almost six million 
homes with less than 15% duplica- 
tion — approximately one out of 
every 5 in the United States. And 
a full page in every issue of all 
3 magazines costs only $160,000 
a year. 
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Sun averages 
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Continuing 
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n’s Clothing 


in The Sun. 


Pp of advertisitts 
eadership 


s of Newspape! 


y the 


push ne 
productivity its local advertisers 
out, and which national advertisers use to find, and hold, Stores classific 
local sccepeance with The Chicago Sun pointing to Point 7: Influence with women readers — Women's 
productivity for both with the following points Clothing Stores placed more full-run advertising ' The 
Point 1: TOP quality coverage of all the news — local, Sun (through 1943, ‘44, and '45) than 19 any of the 
national, arernational. other fout Chicago newspape while Department 

Point 2: Straight news coverage— free from bias, elant,  Seore® for the past two years have made The Su their 

distortion. Number Tw Medium in Chicago: 

Point 3: Greater coverage of the Chicag Market than All points indicative of The Suns tremendous growth 
hat of the New York Market by 4Y New York daily of influence 9 Chicago and with Chicagons earning 
newspaper of standard size the respect and support of hundreds of thousands of 

Point 4: An unduplicated morming audience Periodic people 4s Joyal to it as it 1s tO them rating consideration 
independent surveys Prove that the majority of Sun and confidence of all those advertisers seeking 4 major 
readers read no other morming newspaper medium speaking ro a major audience in 4 major national 

Point 5: An alert audience as actively responsive 4s it market fully expecting the full yield of productivit) 
is responsible. Many independent studies bY Publication The Sun points to—and delivers 
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The last “Corner” was concerned with 
some perfume advertising that this writer 
considered to be in extremely question- 
able taste. 

Today we have some perfume adver- 
tisements that seem to us not only to dis- 
prove any necessity for such a dubious 
approach, but also to reach a high point 
in using national brand advertising to 
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You Ought toKnow . 


Evanston commuters on  Chicago’s 
North Shore Line are puzzled often by a 
fellow rider who concentrates on Homer, 
Virgil or Balzac while they skip from 
L’il Abner to Pegler or Rukeyser. 
Puzzled, that is, when 
they find out that he 
is not a professor of 
“dead” languages at 
Northwestern Univer- 
sity, but vice-president 
of a very live adver- 
tising agency. 

The rider is DeWitt 
(Jack to Michigan 
Aivenue) O’Kieffe, 
vice-president in 
charge of creative 
work and writer for 
Leo Burnett Company, Inc. 

And Homer, Virgil and Balzac are 
only part of a regular commuting cycle 
Which has carried him through six or 
eight original works in Latin, Greek, 
French, Italian, Spanish and German 
each two months for six years. 

The commuting cycle—40 minutes in 
the morning, 40 in the evening—is only 
the beginning. You're likely to find 
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successfuly build a retailer’s institutional 
appeal. 

The eight advertisements reproduced 
herewith each appeared in four - column 
space on different pages of the New York 
Times of Sunday, Dec. 2. 

Saks Fifth Avenue stole the paper from 
every other advertiser, and they did it 
with perfume—sold straight! 
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© eDe Witt O'Kieffe 


O’Kieffe knee deep in Bacon, Lamb or 
Lardner during the “pause that relaxes” 
after breakfast, or “pounding the plains” 
with the hero of an early Western over- 
land narrative before turning in. Up to 
now (Jack is only 39) he has built a 
personal library of approximately 5,000 
volumes, and his collection of recordings 
includes more than 3,000 pressings. 

“I wore out two secretaries just in- 
dexing my books and records,” he ad- 
mits. There are duplicate card files at 
home and at the office. 

For recordings, which are stowed by 
composer from Bach to Fats Waller, 
there are cross references by title, artist 
and conductor. A visitor to the O’Kieffe 
Evanston home will enjoy an incidental 
background of symphony, operetta or 
boogie, with a quick run through the 
card catalog providing music to suit the 
mood for reading from fairy tales to 
Freud. 

Growing by five or 10 volumes a week, 
the library has no formal pattern, unless 
it’s a quest for fact and fable. Actually 
he calls it “A gentlemen’s general li- 
brary,” with Western Americana, espe- 
cially the “unvarnished heroism” that 


crossed the plain, panned the gold and 
won the West, predominant. The West- 
ern quest started, incidentally, about the 
time the Burnett agency took on the 
Santa Fe account. But Jack claims it 
was seeing the West on his own, as well 
as on the Santa Fe, which started the 
Americana bug. Now he is a blue chip 
customer of old book dealers from the 
Atlantic to the Pacific, and usually has 
a couple of dozen 19th century rarities 
down at Donnelley for restoration or 
for protective casing. 

There is a strong link between Jack’s 
restless digging for original facts, his 
endless roaming through other worlds 
by reading, and the tough business of 
creating earthy, compelling advertising 
for Leo Burnett’s clients. 

James W. Young, in his “Technique 
for Producing Ideas,’ terms “the habit 
of mind which leads to a search for re- 
lationships between facts ... of the high- 
est importance in the production of 
ideas.” And Victor Schwab advises ad- 
men to “read the truly great books which 
bring ordinary people to life before your 
eyes and make you understand them 
thoroughly.” This creative link between 
literature, facts, advertising and sales 
has paid off for Jack O’Kieffe ever since 
his high school English teacher in Min- 
neapolis predicted he would “follow the 
pen.” 

At Wabash College Jack was too busy 
founding and promoting the Cave Man 
humor magazine, along with other edi- 
torial, political and social activities to 
earn a Phi Beta key. He filled up edi- 
torial columns, wrote gag lines for car- 
toons, and—to pay for the printing—sold 
ads! Then he tried to write and sell 
free-lance humor. His quips cracked 
College Humor, Judge and the old Life. 
But there was too much sweat, too little 
pay. 

Soon after commencement he landed 
a job in the L. S. Ayres department 
store in Indianapolis—landed it because 
he told the advertising manager “I want 
to learn the advertising business by writ- 
ing” instead of “get into the advertising 
game.” 

The job was chasing tear sheets and 
copy to newspapers and around the store. 
It wasn’t long, however, before young 
O’Kieffe crashed white space with a 
10-line American Flag ad for Fourth of 
July selling. He took on a full-time 
copywriting assignment in an emergency 
when two other writers quit. 


By 1927, a year later, his reputation 
had spread across Indianapolis to the 
Homer McKee agency. There Leo Bur- 
nett hired him to help write ads for the 
old Marmon car, and there began a close 
working partnership which has survived 
through 18 years with McKee, Erwin, 
Wasey and Leo Burnett Company, which 
was formed in 1935. 

The reputation for tackling anything 
from Christmas cards to gags and blank 
verse has cost O’Kieffe many a tough 
day. Under Burnett at Erwin Wasey in 
1930, he created the NBC “Real Silk 
House of Representatives’ with Dr. 
Pratt and Dr. (Ransom) Sherman. Jack 
swore “never again” after he had sweated 
out gags for the two doctors for 26 
weeks. “Everyone was too good a gag 
critic, and too little help creating laughs,” 
he says. 

Gag writing to ghost writing was the 
next step, with testimonials ranging from 
Madame Schumann-Heink and Helen 
Hayes to Eddie Cantor and Irvin Cobb 
coming from his typewriter. 

Switching to a Stephen Vincent Benet 
blank verse pattern, he wrote The Hoover 
Company’s “Will to Work” in 1941. 
Framed proofs hung in hundreds of “de- 
fense” plants. His “This is Life,’ be- 
neath a gold-framed full-color portrait 
of a roast beef, and his “Great American 
Pork Chop” set the classical tone for the 
American Meat Institute’s campaigns. 

There’s a crusading touch to O’Kieffe’s 
original Christmas cards, written in 
prose, rather than the usual verse. Be- 
lieving that Christmas cards should re- 
flect serious themes, not vulgar gags, he 
has tried to bring “a tear to the eye” 
and “a laugh to the lips” with his prized 
annual thumbnails of a child’s Yule ex- 
perience. They go annually to an ever- 
widening circle, including many people 
who have requested them, not knowing 
the writer. 

Considered primarily as a_ writer, 
O’Kieffe actually shares with Leo Bur- 
nett and Dick Heath, both active copy- 
writers, the over-all executive direction 
of the agency’s $7,500,000 billing. 

But his No. 1 job is helping to develop 
that same intellectual curiosity and in- 
terest in. people in young Jack, 13, a 
baseball expert; Karen, nine, a budding 
home girl, and Michael, six, who has 
300 recordings in his Own personal col- 
lection, and is known as North Evanston’s 
champion spinner of tall tales. 


lhe Pay as OA t NEWS AND VIEWS OF MAIL ORDER ADVERTISING 


In this department, basic principles which have proved their value in mail 
order advertising—and which are equally important to the advertiser who 
does not seek direct inquiries or orders—will be reviewed and discussed from 
week to week. Pertinent case histories, queries and comments from readers 
are invited. Whenever possible they will be answered here. 


HOW TO MAKE SMALL ADS PAY 


The user of small space 
often feels that he can’t put 
his story across effectively in 
few enough words. As a 
matter of fact, users of small 
space are among the most 
successful mail-order adver- 
tisers. 

Success with small space 
depends upon several fac- 
tors: 1. Effective layout; 2. 
Plenty of punch in the head- 
line; 3. Well set, readable 


a _aae" 


presented effectively, in few 
words. 

One of the most effective small adver- 
tisements we have seen recently is a 21- 
line ad written by Curran De Bruler, copy 
chief of Lieber Advertising Company, 
Chicago, for the Sylvan Company, La 
Grange, Ill., which offers a “Course in 
Golf” for $1. 

Let us analyze this advertisement. First, 
note how the headline, “‘5 Secrets of Win- 
ning Golf,” stands out. This heading, 
with the illustration, immediately stops 
the golfer, “dub” or expert. Then the 
sub-head, “Easy to Learn 
Swing’ Every Pro Uses,” adds a new 
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Easy to Learn “Dynamic Swing” Every Pro Uses 
PLAY IN THE 70’s. Enjoy your game. Amaze your 
friends, Get out of the “dub” class by using golf's 
most powerful and accurate swing Five basic secrets give 
you rhythm and power, eliminate hook and slice, 
MASTER OF EVERY CLUB. Easy to make long drives and 
beautiful approach shots. Learn in a few days—10 minutes’ 
practice aday. COMPLETE COURSE NOW ONLY $1.00 
postpaid, or $1.00 plus 24c for postage and C.O.D. fee. Your 
money back if you're not amazed with results, so order NOW ! 


cony 4. An offer that can be {| THE SYLVAN COMPANY 826. 27i26°%0s tc 
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a 
thought that further arouses the curiosity 
of the prospect and makes him read the 
rest of the advertisement. Note how at- 
tractively this advertisement is set and 
how the signature adds weight to balance 
the heavy reverse at the top. 

Because of the nature of this proposi- 
tion. the whole sales story can be told in 
small space. This reduces sales expense 
to a minimum. 

If your sales story for direct orders 
cannot be told effectively in small space, 
it is wise to use inquiry copy in small 
space and let your follow-up tell the com- 
plete story. 
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*Sales Management Survey of Buying Power, 1945 


Progressive advertisers realize the steady wealth of 
Lawrence. During wartime, Lawrence mills filled vital 
Now 


they are in full swing trying to fill the backlog of civil- 


worsted textile orders for the armed services. 


ian demands. At all times this foremost worsted textile 
center presents a stable, prosperous market. It is worth 


your advertising attention thru the pages of the daily 


EAGLE-TRIBUNE. 


Serving Hundreds of National Advertisers 
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LAWRENCE, MASSACHUSETTS | 
(CAPITAL OF WORASTEO TEXT!LE INCUSTRY IN AMERICA) 


WARD - GMIFFITHM CO.=—- NATIONAL REPRESENTATIVES 


Congress Okays 
Funds for Census 
Studies in 1946 


Washington, Dec. 19.—On-again, 
off-again plans of the Census Bu- 
reau for emergency marketing 
studies to assist reconversion took 
a bullish turn today, with ap- 
proval by Congress of sufficient 
deficiency funds to permit a sam- 
ple Census of Population and an 
expansion of current commodity 
information next spring. 

Latest change in the Census 
plans resulted from a cOmpromise 
between House foes of census 
work and Senate friends of the 
bureau, who had restored $1,250,- 
000 that the House previously 
clipped from the Census deficiency 
| appropriation. 
| As the bill left the House, Cen- 
| sus was allowed money for expan- 
sion of its current commodity and 
labor force work, but was denied 
funds for a sample Census of Pop- 
ulation and a consumer expendi- 
tures study. 


Vote $500,000 Increase 


Although the Senate restored 
the full budget recommendation 
for the Census Bureau, represen- 
tatives of both houses, meeting to 
settle their differences, agreed on 
a $500,000 increase over the House 
appropriation, clearing the way 
for the population study, and defi- 
nitely killing the consumer income 
report. 

As the bill finally reached the 
White House, the sample Census 
of Population is the only one of-a 
brace of reconversion statistical] 
studies pending for nearly two 
years, to obtain congressional ap< 
proval. ‘ 

Other studies, calling for an em- 
ergency Census of Manufactures 
and sample Census of Business, 
have been definitely shelved in the 
interests of obtaining authoriza- 
tion for an entirely new sequence 
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NEWSPAPER LINAGE GAINS—Led by financial and automotive, with in- 

creases of 43.1% and 21.7%, respectively, October linage measured by Media 

Records in newspapers of 52 cities registered gains in all classifications, com- 

pared with October, 1944. The Jan. |-Oct. 31 period shows losses in three 

classifications, but totai display gained 0.3% and total advertising, 0.8%, 
compared with the same period of 1944. 


of marketing studies, calling for 
these national reports every five 
years, beginning with a study in 
1947. 

The bill setting up the new per- 
manent census schedule is cur- 
rently before the House census 
committee, which has suspended 
further consideration until Jan. 24, 
when a final decision will be made. 

The deficiency bill’ which went 
to the White House today, in ad- 
dition to providing $2,435,000 for 
the Census Bureau, also contained 
an additional $350,000 for expan- 
sion of the Bureau of Foreign and 
Domestic Commerce, and $30,000 
for the Commerce Department 
field organization. 


Andrews Joins Sutton 
William W. Andrews, formerly 

Michigan - Ohio regional director 

of Plant 


Purchasing Directory, | 


published by Conover-Mast, has 
joined Sutton Publishing Com- 
pany, New York, as Cleveland- 
Detroit territorial representative 
for Metal Working Equipment, 
with headquarters in Cleveland. 


Four Join Audit Bureau 


The Audit Bureau of Circula- 
tions has announced the following 
new advertiser and agency mem- 
bers: Celotex Corporation, Chi- 
cago; Continental Can Company, 
New York; Lawrence I. Everling- 
Advertising, Philadelphia, and Mc- 
Cormick - Armstrong Company, 
Wichita, Kan. 


Names Greenfield 


Albert Greenfield has been ap- 
pointed manager of the packaging 
department of Schenley Distillers 
Corporation, New York. Prior to 
his new position, he was assistant 
advertising manager of Cresta 
Blanca Wine Company, Schenley 
affiliate. 


@ Competition, versus your product’s selling 


power, will decide whether it’s hump—or slump 


—for your food products in °46. 


One proved way to up the intrinsic value of a 
food product is fortification. Vitamin claims are 
more than ever, today, a sales determinant. 

But why should the type of vitamin substance 
used as the fortifier concern you? Simply that it’s 


got to be good enough to live up to the claims 


you make for it... 


product once it’s put there . 


to interfere with taste in any way... 


enough 


DISTILLATION PRODUCTS, 


13, 


135 SOUTH LA SALLE ‘STREET, CHICAGO 3, ILLINOIS 
LOS ANGELES AND SAN FRANCISCO, CALIFORNIA 


“Oil-Solutle Vilamin Headquarters i 


755 RIDGE ROAD WE 


570 LEXINGTON AVENUE, NEW YORK 22, 


PITTS & LOUGHLIN, 


stable enough to stay in the 


.. bland enough not 


to make a known contribution to the 


diet. That’s why you should know the facts 


FOR 

about D.P.I. vitamin concentrates. BUI 
By molecular distillation in high vacuum, we mal 
produce a vitamin A concentrate so noticeably THE 
superior that it outsells all other commercial a 
versions of Vitamin A by a healthy margin. Bi 
Distilled Vitamin A Esters is the name: the only Ve 
product of its kind. Now released from war allo- pn 
cation, and available again. 0" 
So for help or information about vitamins A and a 
D, for skilled technical aid, or for concentrates 0" 
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that meet your copy and product needs with a 


margin to spare, consult “headquarters” 
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And You’ve Got Your Answer To Quick New Distribution For Your Appliance Or Home Product 


® 
Once upon a time (this is no.bedtime story) lumber and building material dealers 
handled only the products their name implies: Lumber, wallboard, roofing and 
siding, insulation, plywood, screens and doors, stock mill-work, wood-lath, tile- 
board, builders’ hardware, paints, storm sash, window glass, mason materials, 
asbestos and wood shingles, garage doors, kitchen cabinets, and the like. 


But those were the days when lumber and building material dealers sold principally 
to building contractors—not to the public at all. 
Now, times have changed — just as in many other lines of retailing: 

— The drug store of the Gay ’90s now carries thousands of non-drug items. 

— The stationery store of yesteryear is now a department store in miniature. 

— The corner grocery is now a vast super-market, not only for foods but for 

unrelated lines like school supplies, magazines, notions. 

FOR SEVERAL YEARS PRE-WAR, A SUBSTANTIAL GROUP OF LUMBER AND 
BUILDING MATERIAL DEALERS BEGAN TO SELL NOT ONLY BUILDING 
MATERIALS BUT ELECTRICAL APPLIANCES, RADIOS, ELECTRICAL SUP- 
PLIES, LINOLEUM, TOOLS, AND A HOST OF OTHER CONSUMER LINES 
THEY NEVER HANDLED BEFORE — FLASHLIGHTS TO FLY-SWATTERS. 
‘OW THOUSANDS MORE WILL ADD THESE AND OTHER LINES. AND 
‘ET THIS — ELECTRICAL HOME APPLIANCES HEAD THE LIST! - 


x * *% * * 


Ve have been following this trend for years 
pment. 


. In fact, we helped foster this devel- 


ow, a nationwide survey tells us that of the 25,000 lumber and building material 
ealers in this country, 17,130 plan to spend a total of $124,887,560.00 to remodel 
nd build new yards, stores and offices containing beautiful modern display rooms 
orthy of the finest department stores in America. 


0 these beautiful show-rooms will come millions of women and their husbands. 
ind they will come in the mood to buy everything necessary to build, furnish, equip 
ind live in a home, from the ground up — yes, right from cellar to eaves. 


‘or these are the people who are going to buy the 15,000,000 new postwar homes 
hat will be built in this country in the next 10 years. And just buying these 
5,000,000 new homes will be “only the beginning.’”’ These women and their hus- 
»vands will buy everything new. And it is natural for them to buy right where they 
tuy the home itself. 


* x 
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With no major change in your present distribution set-up, you can get into this 
yreat new market now. If you have planned to make a new postwar appliance or 


Building Suppty News ~ 


IS YOUR PRODUCT LISTED HERE? CHECK BELOW: 


Electric Heaters 


ELECTRICAL APPLIANCES C] Sereens 
C] Fans &) Ventilators 
[) Sun Lamps -] Enclosures 
[) Heating Devices [) Awnings 
O 


MAJOR APPLIANCES 
( gas, electric and coal, etc.) 
Vacuum Cleaners 
Washing Machines 
Ironing Machines 
Dryers 
Refrigerators 
Freezers 
Oil Burners 
Portable and installation type Air Con- 
ditioning Units 


LAMP DEPARTMENT 
[] Lighting Fixtures 


FLOOR COVERINGS 
[] Linoleum 
() Hard Surface Linoleum 


home laundry 


HOUSEWARES DEPARTMENT 
[] Kitchen Cabinets 

Unpainted Furniture 

Unpainted Book Shelves ] Electric Cooking Ranges 

Cedar Chests } Gas Ranges 

-] Bathroom Fixtures | Gas Water Heaters 

[] Paints and Brushes 

-] Wire Goods 


OOOOoO000 


JOOO 


r 


WALLPAPER 


home product, and suddenly find competition already has sewed up the top dis- 
tributors and retail outlets, you can get even quicker action, quicker sales for that 
new product of yours, without impairing future expansion through distributor- 
dealer merchandising. 


Building Supply News has been the prime-mover in developing this new type of 
retail outlets for appliances and home products. And no wonder. Building Supply 
News is first among these dealers —in circulation, advertising voiume, editorial 
influence, and leadership. Our circulation today is 12,255 ABC, each a lumber and 
building material dealer — 74% of whom are located in towns of less than 25,000 
population, right where the majority of these postwar homes will be built —and 
also where the major market for home modernization and repair exists. 


These primary dealer-readers route their copy to key employees for a total of 
45,543 extra readers per month. Yet a 12-page black-and-white schedule in 
Building Supply News still costs only $2,280. 


These are the facts. Details are yours for the asking. 


(Also publishers of Practical ing 59 East Van Buren Street, Chicago 5, (1. 
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Loss Leaders Aren't 
Prevalent, It Says; 
Hits Dealer Pressure 


Washington, Dec. 19.—The drive 
to align the District of Columbia 
with 45 states which have resale 
price maintenance laws halted this 
week while the Senate District 
committee digested a 2,000-page 
FTC report blasting fixed and uni- 
form prices as “economically un- 
sound and undesirable in a com- 
petitive economy.” 

Historically, FTC has fought 
price maintenance of the Miller- 
Tydings amendment variety as 
foreign to the spirit of the anti- 
trust laws, but never before has 
FTC submitted so thorough and 
highly documented a report as it 
forwarded to Congress last week. 


Withheld During War 


Prepared nearly five years ago, 
and held in confidence throughout 
the war, the report traces, with 
the aid of nearly 100 tables, pricing 
trends under “fair trading” in the 
food, drug, beverage, tobacco and 
hardware trades between 1937 and 
39. It implies repeatedly that the 
experience has been disappointing 
to many who have worked under 
these rules. 

Under the anti-trust laws, FTC 
contends, a manufacturer retains 
the right to protect his product 
from “predatory price cutting for 
ulterior purposes.” This sort of 
thing, FTC says, is acceptable, but 


FTC Assails Fair Trade 
Laws as Costly, ‘Unsound’ 


the commission cannot understand 
why the law should sanction price 
fixing which has no basis for in- 
dividual selling cost or selling 
policies. 


Okays Dealer Competition 


“The commission believes that 
the consumer is not only entitled 
to competition between rival prod- 
ucts,” the report declares, “but to 
competition between dealers of a 
single product.” 

“Leader merchandising, for the 
control of which resale price main- 
tenance was advanced, is a form 
of price competition that obviously 
may be used for unfair or de- 
ceptive trade purposes, particu- 
larly when used by large concerns 
to eliminate weak competitors,” 
FTC concedes. 

“As a corrective for the objec- 
tionable features of price compe- 
tition, however, resale price main- 
tenance makes no distinctions be- 
tween price competition that is 
economically unsound or is un- 
fairly used in trade, or price com- 
petition that is economically sound 
and in the public interest because 
it results in adequate services at 
prices consistent with differences 
in services rendered by dealers 
using different methods of dis- 
tribution.” 


Press for Higher Margins 


Although both state and federal 
price maintenance laws are “en- 
tirely permissive” in their applica- 
tion to manufacturers, FTC said 
that “‘in practice resale price main- 


manufactured goods. 
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$50,000 or more. 
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Purchasing Power 


It’s the Chicago Journal of Commerce—the business 
news source preferred by management men in the nation’s 
greatest industrial area. Proof? Look... 


*% The Central West alone produces 40% of America’s 


of the dollar volume of Central Western manu- 
factures is concentrated in the larger plants capitalized at 


% More than four-fifths of our circulation among manu- 
facturers is in these larger plants of the Central West. 

% Management executives com- - 
rise ® of our subscription list. 
Fahne vice-presidents, partners 
and sole owners alone total 37% of 
our readership. Another 46% 
general managers, sales managers, 
division managers, treasurers and 


*% And 80% of these readers prefer 
the Chicago Journal of Commerce over 
four other nationally known publica- 
tions read for business information, 


Here we have the nation’s most productive industrial 
area, the most productive manufacturing organizations 
in that area, the most purchase-powerful management 
men in these organizations — and the business news source 
for which they themselves express preference. 


Facts cited here are from the 1945 readership study in a 
ted for the Chicago Journal of Commerce by 
consultants. Coptes are available on request. 


THE GREATEST JOURNALISTIC 
FORCE IN CENTRAL WESTERN BUSINESS 


MODERATE COST, 
TOO... For instance: 
é Your investment of 
are 

less than $2,400 puts 
twelve 8x10inch ads on 
the desks of these read- 
ers who can do some- 
thing about it when 
your story strikes home. 


The Chicago Journal of Commerce is your one best adver- 
tising medium in reaching this rich management market. 
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tenance serves as a focal point 
for dealer cooperative effort to 
bring pressure to bear on manu- 
facturers to place products under 
prices yielding dealer margins sat- 
isfactory to cooperating organized 
dealer groups. 

“In some lines of trade, where 
the individual manufacturer has 
faced strongly organized dealer 
group pressure,” the report de- 
clares, “the extent of his freedom 
of choice as to where he will 
place his brands under resale price 
maintenance has been extremely 
limited.” 

On the basis of its field studies 
throughout the country, reported 
in detail to Congress, FTC denies 
that selling below cost for “leader” 
purposes is a general condition in 
the absence of price maintenance 
contracts. 


Still Showed Profit 


“The records of chain stores, de- 
partment stores and super mar- 
kets, examined in the present in- 
quiry, indicate that although the 
average prices of such large dis- 
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tributors often were lower than 
those of independent stores before 
resale price maintenance became 
effective, these lower prices yielded 
substantial average gross margins 
over invoice cost of goods in all 
market areas visited.” 

“After resale price mainte- 
nance became effective the price 
advances forced upon large dis- 
tributors, especially for a number 
of brands handled by the drug 
trade, yielded larger gross margin 
percentages to retail distributors 
than to individual drug stores as 
a class in the same markets, ai- 
though the latter, in general, sold 
the brands at higher prices than 
the former,’ FTC said. 


Retailers Lose Interest 


In the food field, FTC claims, 
“even the retailers are losing in- 
terest in resale price mainte- 
nance, as the emphasis in price pro- 
tection shifts to laws prohibiting 
sales below a specified mark-up.” 

Offering a detailed analysis of 
events in Ohio, where the Na- 
tional Association of Retail Grocers 


sponsored a concentrated test of 
“fair trading,” the report explained 
that the independents were dis::p- 
pointed because manufacturers, jp 
placing brands under resale price 
maintenance generally fixeq 
minimums within the ranve 
charged by their large-volume out. 
lets, such as chain stores and 
super markets. 

“This course was adopted to 
avoid, so far as possible, placing 
their price maintained brands at 
a disadvantage in price compeii- 
tion with non-price maintained 
brands, antagonizing large dis- 
tributors and fostering the de- 
velopment by them of private 
brands,” the report says. 


Became Maximum Prices 


For chain stores, FTC reported, 
minimum contract prices tended 
to become the maximum prices. 
Summarizing its statistics, FTC 
observed that the big merchan- 
disers increased prices where nec- 
essary to the contract level, re- 
ducing prices voluntarily on other 
items that had been priced above 
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the minimum level. 

This resulted, FTC contends, in 
decreases in the average prices in 
cash and carry stores, while in- 
dividual service stores generally 
showed no change or small de- 
creases in average prices. 

“For some items, the net result 
of the changes,’ FTC says, “was 
to increase somewhat the average 
spread between chain store and 
service store prices, while for 
others the spread was decreased.” 

The commission said that re- 
tailers had not fulfilled “to any 
great extent” their promise to push 
products covered by resale price 
maintenance “because of the con- 
flict of interest involved. between 
promoting private brands and pro- 
moting standard brands, and the 
impossibility of aggressively pro- 
moting the sale of all competing 
brands -under minimum resale 
price controls.” 


Favor Private Brands 


FTC said it was reported that 
“there has been some tendency 


for chain stores to push private 


brands of certain items at prices 
lower than those fixed by contract 
for nationally advertised brands.” 

Particular emphasis was placed 
on the observation that for cer- 
tain competitive products such as 


soaps, canned milk, flour and 
cereal products aid vegetable 
shortenings, “there has been a 


tendency for different manufac- 
turers to name identical minimum 


resale prices” and “for. price 
changes within each class te be- 
come effective upon the same 


dates.” 

Little progress has been made 
in “fair trading” food, FTC says, 
reporting these reasons: Reluc- 
tance of food manufacturers to 
fair trade unless competitors do 
likewise; keen competition for the 
business of retailers; generally 
negative results that have been 
reported; the relatively unorgan- 
ized state of independent grocers; 
and diversity of food outlets, with 
widely varying operating costs. 

The report outlines the history 
of price maintenance legislation, 
emphasizing activities of the Na- 


tional Association of Retail Drug- 
gists, and the fact that federal 
enabling legislation slid through 
as a rider on a District of Colum- 
bia appropriation bill back in 1937. 

“Notwithstanding an injunction 
of long standing against coopera- 
tive activities to coerce manufac- 
turers to adopt any method of dis- 
tribution favored by retail drug- 
gists, NARD and its affiliate state 
and local associations, among 
other things, have advised drug- 
gists to support and push the sale 
of price maintained brands and to 
do the opposite respecting non- 
priced brands, have written threat- 
ening letters and published threat- 
ening articles in the trade press 
directed to manufacturers who re- 
frained from placing their products 
under resale price maintenance or 
who failed to enforce their prices 
to the satisfaction of retailers,” 
FTC charged. 

Reporting on fair trading of drug 
items, FTC said whether a cus- 
tomer paid a higher or lower price 
as a result of resale price main- 


tenance depended on whether he 


purchased from a chain, depart- 
ment or independent store that had 
been obliged to increase its price, 
or from an individual dealer who 
had voluntarily decreased his. 


Reports Downward Trend 


“While this was happening in 
resale price maintenance terri- 
tory,” the report said, “the trend 
for the same brands in non-price 
maintenance territory often was 
downward in all types of stores.” 

FTC predicted that druggists 
would continue to press for higher 
margins in resale price main- 
tenance areas because manufac- 
turers are not allowing the 50% 
over cost that NARD has sought. 
Moreover, FTC said, price main- 
tenance has worked in many cases 
to the benefit of the wholesaler 
instead of the retailer because spe- 
cial discounts previously allowed 
on fast-moving items have been 
eliminated. 

Fair trade of farm machinery, 
radios and household electrical ap- 
pliances has been complicated be- 
cause of the trading of used ar- 
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aging and special uses. Look to Champion for your paper needs. 
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ticles as part payment for new 
ones, FTC said. “Plans of whole- 
salers and retailers to bolster the 
enforcement of resale price main- 
tenance by agreements to limit 
trade-in values that will be al- 
lowed and agreement to deny sup- 
plies to price-cutters have gen- 
erally met with little success be- 
cause important manufacturers 
have refused to cooperate in such 
plans on the grounds that they 


will not cooperate in carrying out 
dealer agreements of questionable 
legality,” FTC said. 


Hardware Field Limited 


Fair trading in hardware items 
is confined largely to sporting 
goods or branded specialties, FTC 
reported, largely because manu- 
facturers hesitate to fair trade 
until their competitors do the 
same, and because there has been 


Qutdoor Advertising 


in 


NEW ENGLAND 


little pressure from retailers for 
price fixing. 

Price competition of other man- 
ufacturers’ brands, importers’ 
brands and private brands has up- 
set fair trading in distilled alco- 
holic liquor, although wholesalers 
and retailers have attempted co- 
ercion on a number of occasions. 
Price maintenance has not worked 
in the tobacco trade, FTC says, be- 
cause tobacco products are handled 
by thousands of wholesalers and 
retailers, who consider it only a 
small part of their business. 

“Public demand for the brands 
of large manufacturers, particu- 
larly the so-called 15-cent cigarets, 
makes their handling practically 
Obligatory upon all tobacco dis- 
tributors,” FTC said. 

“Tack of adequate enforcement 


.|of the anti-trust laws leaves a 


broad field for the activities of 
organized trade groups to utilize 
price maintenance to their own ad- 
vantage and to the detriment of 
consumers,” FTC warns. “Ex- 
penses of state and local fair trade 
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committees, all of which are trade 
managed and trade financed, tend 
to increase or to prevent decreases 
in production costs.” 


To Be Released Later 


Full text of the report will not 
be available for several weeks, 
when printed copies will be sold 
by the Government Printing Office. 
It will be made up of three: sec- 
tions, under the over-all title, 
“Resale Price Maintenance.” 

Part one, by far the largest, de- 
scribes resale price maintenance 
movements and the adaptation of 
the practice to the fields of ac- 
tivity that were studied. Part two 
analyzes the effect of resale price 
maintenance on price margins, 
quantities sold and manufacturers’ 
profits. Part three is devoted to 
minimum mark up laws. 

Data collected for more than 40 
brands of groceries and 90 brands 
of drug store items in both price 
maintenance and non-price main- 
tenance areas, shows in detail, for 
instance, the increase in average 
price of certain brands of vege- 


To be of any value 


they must have 


Successful use of commercial mo- 
tion pictures is built of five impor- 
tant elements—planning, writing, 
casting, producing and distribution. 
Withoutadefinite, practical program 
and adequate facilities for obtaining 
distribution, all previous steps are 
of no avail... and you find yourself 
with a “‘baby on your doorstep.” 


The opportunity 


to help plan, 


write, cast and control studio pro- 
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selective distribution 


duction of business pictures for 
outstanding business leaders has 
been the privilege of The Jam 
Handy Organization for many, many 


years. 


As a further service to our clients, 
we provide distribution together with 
our “*know-how” in booking, ex- 


ploitation and projection. We also 
provide dependable reports of audi- 


ence reaction and actual attendance. 
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table shortenings handled by chain 
and department stores and the in- 
crease, upon similar price main- 
tenance compulsion, of superma-- 
ket prices for soap powders, chips, 
flakes or granules. 

By inspecting price shifts of the 
various types of grocery“’stores, 
FTC concludes that “the price in- 
creases fell most heavily upon 
those consumers who from neces- 
sity or personal choice choose to 
patronize minimum service stores.” 


Shifted to Independents 


Price maintenance for toilet ar- 
ticles, cosmetics and patent reme- 
dies has been more costly to the 
consumer than in food items, FTC 
says. As chains and department 
stores were forced to increase 
prices on these items, some of the 
volume shifted to independents, 
who made voluntary reductions, 
FTC observes. 

“In many cases,” the report cOon- 
tinues, “the chain stores appar- 
ently increased the vigor with 
which they pushed the sales of 
competing non-price maintained 
brands, including private brands.” 

Citing specific figures, the re- 
port shows that chain and depart- 
ment store prices for beauty 
creams were up 9.6 and 11% re- 
spectively, while individual stores 
reduced prices 4.1%. Outside 
maintenance areas, prices ‘were 
moving down for all type stores, 
by percentages ranging from 2.2% 
for chains to 6.9% for department 
stores. 


Other Changes Shown 


Again price maintenance on 
tooth paste and powders forced 
chain and department store prices 
up 6.7 and 11%, while individuals 
dropped 3.1%, and non-mainte- 
nance aréa prices wentiown from 
1% in department stores to 2.9% 
in individual stores. 

Price maintained shaving 
creams, voluntarily reduced 3.6% 
in large cities by individuals, were 
up 6.8% and 6.1% in. chains and 
department stores; and were going 
down in all stores elsewhere. 

FTC concedes that the effect is 
not always the same, pointing out 
that price maintenance seems to 
have given price maintained 
beauty creams a volume advantage 
in large cities, while non-main- 
tenance toothpastes, powders and 
brushes had the advantage in the 
same areas. 


LUCKMAN SAYS FAIR 
TRADE LOWERS PRICES 
Chicago, Dec. 20.—The recent 
blast at the Federal Trade Com- 
mission against resale price main- 
tenance and fair trade laws (AA, 
Dec. 17) was commented on today 
by Charles Luckman, president of 
the Pepsodent division of Lever 
Bros. Company and the new vice- 
president of the parent organiza- 
tion. The FTC asserts that laws 
of this kind permit trade prac- 
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has been proven not to be the 


ynsumer., 
“As far as Pepsodent is con- 
rned,” said Mr. Luckman, “this 


se. We adopted fair trade for 
ur products in 1936. Prior to 

at time Pepsodent tooth paste 

.d been drastically cut in price 
y a relatively small number of 
etailers, but the price had been 

it so severely that the great ma- 
jority of independent druggists 
iid not attempt to meet the cut) 
and sold the product at list. 

“When we established a mini- 
mum fair trade price of 39 cents 
in the 50-cent size, this increased 
the price charged by the previous 
price-cutters, it is true, but it 
jlse meant that the majority of 
retailers fell in line at that mini- 
mum price, thus lowering the 
price as compared with what they 
had formerly charged. 

“We made an independent study 
ater on, and confirmed the fact 
that under fair trade the average 
price paid by consumers for Pep- 
sodent was lower than it had been 
before, and explained what had 
happened in a series of advertise- 
ments addressed to the trade. The 
plan has worked well for us, but 
it has also worked to the advan- 
tage of the consumer.” 


Hopkins Appointed 
Advertising Director 


N. W. Hopkins, director of pub- 
lic relations of Continental Motors 
Corporation, Muskegon, Mich., has 
been appointed 
advertising di- 
rector, succeed- 
ing the late 
John L. Wier- 
engo. He will 
also serve as 
advertising di- 
rector of Con- 
tinental Avia- 
tion & Engi- 
neering Corpo- 
ration. 

Prior to his 
; association with 
Continental, Mr. Hopkins was with 
Campbell-Ewald Company for 15 
years, with the bulk of his work 
on various General Motors ac- 
counts. 


Elliott Roosevelt 
Back in Radio 


Elliott Roosevelt, son of the late 
president and former operator of 
a Texas radio chain, has re-en- 
tered the radio business as a 
stockholder and vice-president of 
Radio, Inc., Camden, Ark. Call 
letters will be shortly assigned by 
the FCC for the new 250-watt 
Camden station. 

W. E. Hussman, vice-president 
of Arkansas Dailies, Inc., Mem- 
phis advertising agency, is presi- 
dent and major stockholder of the 
new company. Other stockhold- 
ers are Leon Wilson, a vice-presi- 
dent, formerly of the News-Times 
Publishing Company, El Dorado, 


N. W. Hopkins 
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DDT Overrated 
in Ad Campaigns, 


Bureau Charges 


New York, Dec. 18.—Advertis- 
ing of DDT as a miracle product 
is misleading and creates the false 
impression that DDT insecticides 
kill all insect life instantly, says 
a research bulletin of the National 


'Better Business Bureau. 


The bulletin points out that no 


since the effectiveness of 
product depends, among other 
things, on the percentage of DDT 
and the amount and manner in 
which it is used. 


Recommend Warning in Copy 


Federal regulations do not 
necessarily require that the per- 
centage of DDT in a product be 
disclosed on the label so long as all 
the ingredients are active, the 
bulletin points out. In national 
advertising of DDT products it is 


{such generalization can’ be made, | recommended 
the | 


that some 
warning as “use carefully as di-| 
rected”’ be included in the ad. 

The bureau reports that the 
paint industry is now experiment- 
ing with paints containing DDT 
and that they will probably be on 
sale next spring. Some _ white 
washes containing DDT are al- 
ready being manufactured for 
farm use. Government research 
indicates, it was said, that DDT 
oil paint will not remain effective 
for more than a year. 


such ! 


35 
KFUN Names Griffith 


Station KFUN, Las Vegas, N. M.., 
has appointed Homer Griffith 
Company, Hollywood, as its na> 
tional representative. 
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Ark.; B. T. Fooks, soft drink man- 
ufacturer; Lamar Smead, Camden 


attorney, and J. D. Reynolds and | 
Dr. R. R. Dobbins, local oil man | 


and physician respectively. 


McAlpine Joins Federal 


Stanley C. McAlpine, for the 
past 10 years operator of a state- 
wide agency for six store equip- 
ment concerns in Michigan, has 
joined Federal Engineering Com- 
pany, Minneapolis, as director of 
sales and production. He will di- 
rect national sales and distribu- 
tion of the Steakmaker, meat ten- 
lerizing machine produced by 
Federal. 


| 


| 
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AUTHORITY 


Staff writers for American Restaurant Maga- 


zine are the industry's outstanding authorities 

Leonore D. Freeman, quantity food stylist; 
Jessie Alice Cline. practical menu planner; 
Charles Wagner, kitchen engineer, and many 
others Your advertising surrounded by such 
authority shares their prestige, gains buyers 
faster Write for details of merchandising 
service 


—with Criterion, the Consumer Medium 
of the Naborhood Shopping Centers 


by high-spotting your advertising before consumers at busy Naborhood Shopping Center 
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Criterion stimulates brand sales 


because it makes consumers specify products 


by brand name — your brand. It does this 


corners (just before they enter the stores to buy). That is why Criterion is used continually as a sales 


clincher by big advertisers like Heinz, Ralston-Purina, Swan, Bond Bread, Wheaties, 


Armour, Wrigley, Tip-Top bread, Borden, Corn Products, and so many others. 


The Consumer Medium of The Naborhood Shopping Centers 


At a base cost of only 
$3.35 per panel per month. 
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CLOSING—This ad, one in the Army 

Recruiting Service campaign, stresses 

the Jan. 31 deadline for retaining pres- 
ent grades by re-enlisting. 


Amy Recruiting 
Starts New Phase, 
Using All Media 


Jan. 31 Enlistment 
Deadline Stressed 
in New Campaign 


Philadelphia, Dec. 19.—The $3,- 
125,000 Army Recruiting Service’s 
national advertising campaign en- 
ters its second phase this week 
in all media, with copy stressing 
the Jan. 31 deadline before which 
men in the Army can retain their 
present grades by re-enlisting. 

Six national magazines, 11,500 
daily and weekly newspapers, 
outdoor, car cards, and spot radio 
on’ almost all stations will be 
employed until Jan. 31 using the 
theme “The Last Day.” Motion 
picture films are also being made 
to tie in with advertising featur- 
ing this date. 

Meanwhile, the Advertising 
Council’s campaign to maintain 
Army prestige is being held up 


If you sell 
SHORTENING 


You Need WIBW 


In Kansas and parts of six 
adjoining states WIBW is the 
preferred station of almost five 


million listeners. 

WIBW is preferred by deal- 
ers, too, as shown by their 
enthusiastic tie-in promotion at 
point of sale. 

We have a reputation for 
hard-hitting selling. Let us prove 
it to you by RESULTS. 


 ————— 
WIBW 


"Oe Kice of Kamaas” 


Topeka... Kansas 


because of difficulties involved in 
keeping the voluntary campaign 
and its copy distinct from the 
paid recruiting advertising. 


7,000 Per Day Average 


The first phase of the campaign 
featured the Nov. 21 deadline, for 
men who had been discharged be- 
tween May 12 and Nov. 1 to re- 
enlist at their last grade. For this 
drive, network football games and 
courtesy announcements on other 
games were used, in addition to 
the newspaper schedule. 


Maj. Gen. Harold N. Gilbert, in 
charge of the recruiting drive for 
the Army, revealed yesterday that 
the first phase of the campaign 
had resulted in 262,953 voluntary 
enlistments up to the Nov. 30 
deadline, or better than 7,000 per 
day. A month ago Clarence L. 
Jordan, vice-president of N. W. 
Ayer & Son, the agency, told Ap- 
VERTISING AGE that recruiting had 
been jumped from a rate of 1,500 
a day at the beginning of the drive 
to 2,500 a day at that time. Full 
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enlistments for three years ac-| 
counted for 60.56% of the total | 
enlistments, or close to 4,000 per 
day. 


To Stress College Training 


Following the Jan. 31 deadline, 
copy will be directed toward young 
men graduating at mid-term and 
will stress the educational bene- 
fits of the G. I. Bill of Rights. 
School boys will be told that 
under the G. I. Bill it is possible 
for them to serve a three-year 
enlistment in the Army and to 


get a full four-year college course 
paid by the government upon dis- 
charge. 

The final leg of the campaign, 
as now laid out, will lead up io 
July 1, by which date men mus} 
enlist in order to be sure of re- 
ceiving family allowances for 
their dependents. 

In addition to the national acd- 
vertising campaign through Ayer, 
each Service Command has a 
$65,000 average appropriation for 
local advertising. 


THE OUTSIDE AUDIENCE IS MIGHTY INTERESTED 


on the Pacific Coast, too ! 


IN THE OUTSIDE MARKET live half the radio families on the Pacific Coast. 


These families are good customers—they account for approximately half of the 


more than Eight Billion Dollars spent in retail sales on the Pacific Coast each year. 


You can’t sell ’em if you don’t tell em and they 
(the Outside Audience on the Pacific Coast) can’t 
hear your sales message if you aren’t on Don Lee. 
For only Don Lee completely covers both the inside 
and outside markets. A 276,019 C. E. Hooper co- 
incidental telephone survey (the largest ever made 
on the Pacific Coast) proves that conclusively. 
You see—only Don Lee has enough stations (39) 
to deliver both the “‘inside”’ and ‘‘outside”’ in this 
1,352 mile long mountainous market (the other 3 


networks combined have only 29 stations). In fact, 


The Natwn’s Greatest Regional Network 


nine out of every ten radio families on the Pacific 
Coast live within 25 miles of a Don Lee Station. 

So give both markets a break next year—place 
your radio show on the network that carries prac- 
tically as much Pacific Coast regional business as 


the other 3 networks combined—DON LEE. 


Example from Special C. E. Hooper Survey 


ABERDEEN-HOQUIAM, WASHINGTON 


SHARE OF AUDIENCE 
STATION 
Morning | Afternoon| Evening 
Don Lee Station KXRO 56.2% | 65.1% | 47.3% 
Most popular competing station 33.6% 20.8% | 31.4% 


Other examples to follow 
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To Goldman & Gross 


Franklin Research Company, 
Philadelphia, has appointed Gold- 
nan & Gross, Chicago, to handle 
.dvertising of its new product, 
“Life for Fabrics.’ Franklin also 
,anufactures polishes and waxes. 


Heads Critchfield 


Edward P. Nesbitt, vice-presi- 
dent of Critchfield & Co., Chicago, 
has been named president of the 
company, succeeding Scott S. 
Smith, who will continue with the 
company in an executive capacity. 


Dr. Lyon’s Refunds 
on War Packages; 


Goes Back in Tins 


Rahway, N. J., Dec. 20.—The 
R. L. Watkins Company, division 
of Sterling Drug, Inc., is calling 
in all wartime packages of Dr. 
Lyon’s tooth powder, granting re- 
funds on war products, and re- 
placing retailers’ stocks with Dr. 
Lyon’s in tins. 


to the magazine list late in the 
year. 

The Watkins Company’s Double 
Danderine will make its appear- 
ance this year in a revamped ver- 


The change will be advertised 
in business papers this week, in 
Dr. Lyon’s national magazine cam- 
paigns—to which The Saturday 
Evening Post has been added— 
and on the company’s radio pro- 
grams. 


To "se Comic Strips 


In 1946 the product will go 
into comic strips for the first 
time, and will also use 600-line 
black-and-white and rotogravure 
in newspapers. Life will be added 


new product is an antiseptic de- 
signed to kill certain kinds of 
dandruff, and advertising will 
stress this feature. 

Double Danderine will be ad- 
vertised nationally on the “Stella 
Dallas” program over 149 MBC 
stations on Friday; on the ‘“‘Lorenzo 
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THOMAS S.LEE, President 
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VTP eene Coast are made OUTSIDE THE 
COUNTIES in which Los Angeles, San 


a 


LEWIS ALLEN WEISS, Vice-Pres. & Gen. Mgr. 
SYDNEY GAYNOR, General Sales Manager 
5515 MELROSE AVE., HOLLYWOOD 38,CAL. 
Represented Nationally by John Blair & Co. 
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Francisco, Oakland, San Diego, Port- 
land, Seattle and Spokane are located. 
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Jones” program over 140 NBC sta- 
tions on Wednesday, and on the 
“Molay Mystery Theater” over 139 
NBC stations on Friday. 

Under the new merchandising 
program, Double Danderine will 
be part of a jointly merchandised 
advertised product group 
'which includes Dr. Lyon’s tooth 
powder and Mulsified Oil shampoo. 

Dancer-Fitzgerald-Sample, New 
York, and Thompson-Koch, New 
York, are the agencies. 


Rejoins Magazine 

Frank D. Thompson Jr., after 
two years with the armed forces, 
has returned as western manager 
for Electrical Equipment, pub- 
lished by Sutton Publishing Com- 
pany, New York. He will operate 
from new offices at 307 N. Michi- 
gan Ave., Chicago. 


Adel to Wookey & Roman | 


Adel Precision Products Cor- 
poration, Burbank, Cal., has ap- 
pointed Wookey & Roman, Inc., 
Los Angeles, to handle its adver- 
tising. 


County Agents 
Agricultural Teachers 
Extension Leaders 


Consider the value to you of 
having your product known and 
acceptable to this group of 
County 
Agents alone last year had 10 | 


Agricultural Leaders. 


million visitors at their offices, 


and 5 million phone calls. 


Better Farming Methods de- 
serves a top place on your 
Farm Magazine Schedule. 


METHODS) 
WATT PUBLISHING CO. 
MOUNT MORRIS, ILL. 
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Glidden to Dana Jones 


Otis E. Glidden & Co., Evanston, 
‘Ill., has appointed the Chicago 
office of Dana Jones Company to 
handle advertising and sales pro- 
motion of Zymenol. 


Twiss Appointed 

The House of J. Hayden Twiss, 
Advertising, New York, has been 
appointed to handle the adver- 
tising of Orbis Products 


Corpo- | 


ration, New York, manufacturer 
of essential oils, gums, drugs and 
chemicals. Business papers will 
be used. 


Tarplin to Warner 


E. M. Tarplin, formerly associ- 
ate director of sales education of 
Wyeth, Inc., Philadelphia, has 
been named manager of the pro- 
fessional service department of 
William R. Warner & Co., New 
York. 


St. Paul Covers Half 


the 9th Largest Market! 


@ Nearly 800,000 population 


Siete 


(1940 ree | 


with more than $1,000,000,000 effective annua 
buying income makes St. Paul-Minneapolis the 
9th largest market in the United States. 


The St. Paul half is covered only by the St. Paul 


families. 


SAINT 


Dispatch-Pioneer Press with 148,886 combined 
city zone circulation. No other daily newspaper 
has even as much as 10°/, coverage of St. Paul 


ST. PAUL DISPATCH PIONEER PRESS 


PAUL, MINBESOTA 
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RIDDER-JOHNS, INC.—Notiona/ Representatives 


NEW YORK 
342 Madison Ave. Wrigley 


CHICAGO 
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y Seer why ABC. e° 


American Broadcasting Company 
is attracting 
America’s Leading Advertisers 


ECONOMICAL RATES — Network X costs 43.7% more than 
ABC per evening half-hour, Network Y costs 28.7% more. 


REACHES 22,000,000 FAMILIES . . 
nation’s spendable income. 


EXPERT PROGRAM SERVICE available if and when you 
EFFECTIVE AUDIENCE PROMOTION which builds bigger, 
GOOD WILL through public service programs that give 


an unbiased, complete picture of vital issues. 


ENTHUSIASTIC COOPERATION of the 194 member stations 
for the benefit of advertisers. 


PRACTICAL TELEVISION — 


American ‘Broadcasting Company 


2 


. who have 92% of the 


program building on an eco- 
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Politicos Regret Snyder’s Haste 
in Hurrying with ‘Decontrol’ 

Washington, Dec. 20.—As mail 
pours in from disappointed serv- 
icemen, Democratic party leaders 
have begun to fear that Reconver- 
sion Chief John Snyder made a 
damaging mistake by underesti- 
mating the importance of the 
housing and clothing problems. 

While Mr. Snyder once com- 
manded respect for his passion to 
“decontrol,” it is now the fashion 
to point out that he was needless- 
ly. prompt in removing building 
materials from priority control 
last fall, condemning the veteran 
to open market competition for 
searce materials. 

At the moment, Mr. Snyder is 


By STANLEY E. COHEN, Washington Editor 
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LOFT 2 
oN oak eve 


under attack particularly for 
brushing off pleas of clothing re- 


tailers who wanted to discuss their | 


inability to get shipments of suits 
and overcoats. During the week 
the politically astute Senate small 
business committee seized on this 
problem, calling in assorted indus- 
try and government officials to dis- 
cuss such emergency suggestions 
as clothing rationing and direct 
sale through Army and Navy re- 
tail outlets. 


* * * 


Although we hear a great deal 
of talk about a $10 billion export 
trade, and free flow Of goods 
among nations, there is something 
coldly realistic in the situation 
that a Newark pump manufacturer 


faced last week, when a careful; 
cultivated British market for } is 
| product was wiped out becar 
Britain was husbanding dollar e..- 
|change. Since the British ha, 
| been instructed to buy only do- 
| mestically — produced pumps, ti 
Newark firm can abandon the gocd 
, will it built with business paper 
advertising —or license a British 
firm to make its product. 
* ok * 


When unemployment estimate: 
went into sizable figures just afte, 
V-J Day, OPA Chief Chester 
Bowles was warning that we 
could not tolerate price increase 
if so many were to be out of jobs. 
Now that the original estimates 
have been considerably deflated, 
Mr. Bowles still has an answer— 
he points out that “anticipated re- 
laxations of inflationary pressure 
have failed to develop.”  Inci- 
dently, President Truman may ask 
Congress soon after the holidays 
to begin work on renewal of price 
control for another year. Unless 
renewal is well along by mid- 
spring, presidential advisers argue, 
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many manufacturers may be 
empted to ‘stall deliveries, on 
hance that ceilings will be lifted 

r relaxed. 

+ * * 

Under Gen. Omar N. Bradley, 
Veteran’s Administration is adopt- 
ng some of the modern institu- 

ms developed for the great Army 
‘hat was built for the recent war. 
Vewest change is the decision to 
do away with the concessionaires 
who hawked cigarets and other 
rems at the 97 veteran’s homes, 
and to install canteens, with the 
profits going into services for the 
patients. The new exchange pro- 
gram is to be set up by Col. Fran- 
cis R. Kerr, who developed the 
Army post exchange system. 

Ss * * 


It may be generally assumed 
that government economists were 
far off, in estimating unemploy- 
ment that would result from the 
end of the war, but the Depart- 
ment of Commerce isn’t conceding 
—yet. Instead of talking about 
4,000,000 by Christmas, some agen- 
cies are now using a 2,000,000 fig- 
ure, with caution. Commerce, 
however, insists that we are only 
now beginning to feel the effects 
of demobilization. Most of the 5,- 
000,000 released by the armed 
forces were returned in November 
and December, Commerce says, 
and many of these men have re- 
mained out of the labor market 
temporarily to reestablish homes, 
and make other adjustments. 

+ * + 


National Publishers Association 
and Book Publishers Bureau will 
join with the Census Bureau 
shortly to gather information for 
what may become an annual re- 
port on the use of paper by maga- 
zine and book publishers. A sim- 
ilar usage study for newspapers 
was prepared last year on the basis 
of WPB figures, but Census hesi- 
tates to set up a series in an area 
where a trade association, like 
ANPA, is already doing a job. 


‘World Report’ Names 
O'Mara Ad Manager 


Edward H: O’Mara has been 
named national advertising man- 
ager of the new weekly magazine, 
World Report. The magazine will 
forecast, analyze and report in- 
ternational news events similarly 
to the way national news is 
handled in The United States 
News. Both are published by 
United States News Publishing 
Company, New York. 

Frank B. Keogh has been ap- 
pointed western advertising man- 
ager of World Report, with head- 
quarters in Chicago. 


Helicopter Sheet Issued ° 


First issue of American Heli- 
copter, monthly magazine of 
rotary wings, aviation and air- 
ways, has been published Vy 
American Helicopter Magazine, 
Inc., 32 E. 57t . New York. 
Representing the interests of the 
helicopter industry, the magazine 
is edited by Alexis Droutskoy, 
with Eugene Schillinger as adver- 
tising director. 
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HOLD THE pens mandtn of 
DIESEL e business now. 


Diesel Progress reaches 
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Equipment and Sup- 
‘NH YOOR plies are being pur- 


HAND chased NOW. 


mplete coverage of 
big, new industry 


2 WEST 45TH ST 
NEW YORK 19.N Y 


Pershall Announces 
Agency Personnel 
Principals of the newly-formed 
J. R. Pershall Company, Chicago 
advertising agency (AA, Dec. 
10), are Wm. E. Pierce, manager, 
effective Jan. 1; George B. Bogart, 
vice-president, formerly with 
Sherman K. Ellis Company; C. 
W. Tennant Jr., a returned bomber 
pilot and formerly with the 
George H. Hartman Company, 
Chicago; William E. Sproat, art 
director, recently returned from 
Pacific duty with the Marines; 


Mrs. Laura Long Oman, former 
executive with the Morse Inter- 
national agency, New York, and 
Lyle Gunderson, for more than 
20 years in the production depart- 
ment of J. Walter Thompson Com- 
pany, Chicago. 


Nary Promoted 


E.. R. Nary has been named 
assistant to Walter Evans, vice- 
president of Westinghouse Elec- 
tric Corporation, Pittsburgh. Mr. 
Nary will be responsible for op- 
erations of the industrial electron- 


ics and x-ray divisions at Balti- 
more, Md., and the home radio 
division, Sunbury, Pa. 


Life Insurance Group 


Elects Lincoln Chairman 


Leroy A. Lincoln, president of 
Metropolitan Life Insurance Com- 
pany, New York, has been elected 
chairman of the Institute of Life 
Insurance, succeeding Claris 
Adams, president of Ohio State 
Life Insurance Company. 

Holgar J. Johnson, president of 
the institute, told the annua] meet- 
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ing the institute hopes to extend 
its work through public opinion 
polls to help member companies 
build. constructive public rela- 
tions program. 


STANDARD AND PHOTOGRAPHIC 
SILK SCREEN PROCESS 


WE DO THE COMPLETE JOB, ANY SIZE, ANY STYLE, ANY 
QUANTITY, ANY COLORS. WE ALLOW STANDARD = T 
AGENCY COMMISSIONS % 


ALKER DISPLAYS LIMA OHIO 


EDITED AND 


REX W. WADMAN 


“PUBLISHED BY | 


A Clear Channel Station ...... 
Serving the Middle West 


MUTUAL 


West Coast: 


CHICAGO tf 


ILLINOIS 


50,000 Watts 
720 Kilocycles 


BROADCASTING 


SYSTEM 


Eastern Sales Office: 220 East 42nd Street, New York 17, N. Y. 


Edward S. Townsend Co., 


Russ Building, San Francisco, Calif. 
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8 with an income — an income measured in terms of power S= 


produced. 


The same thing is true of Sellevision. That, you know, is what 
we call the foresight and long-range thinking which prompted 
the comprehensive, state-wide audience promotion campaign 
we've been conducting in Minnesota for the past four years. 


Sellevision is costing us a lot of money. But here, too, is an he 
outgo with an income! At KSTP, we don’t measure power in ‘ag 
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New York to Hear 


from LaGuardia 
All Day Sunday 


New York, Dec. 18.—New York- 
ers who read the newspaper PM 
and listen to the American Broad- 
casting Company will be exposed 
to the thinking of Fiorello H. La- 
Guardia three times on Sundays 
next year following the mayor’s 
announcement that he will do 
weekly articles for PM, will be 
heard at noon on WJZ for June 
Dairy Products Company, and will 
have a quarter-hour program at 
9:30 p.m., EST, for Liberty (AA, 
Dec. 10). 

After his term as mayor ex- 
pires Jan. 1, Mr. LaGuardia. ex- 
pects to become a member of the 
Newspaper Guild of New York. 
John P. Lewis, managing editor 
of PM, said there would be no 
“strings or restrictions of any 
kind” on his articles. 

The June Dairy Products con- 
tract was disclosed by the mayor 


at the close of his regular Dec. jg 
broadcast on WNYC, New Yo: 
municipal station. He will 
heard locally 12 noon to 12:25 
p.m., EST, on “local matter..” 
again with “no censorship” py 
sponsor or station. June Dairy 
distributes Blue cheese 
spreads and Gold-N-Rich cheese. 
Agency is A. W. Lewin Company, 
Newark. 

The mayor starts his weekly 
column and noon show Jan. 6. 
same date on which Liberty wil] 
present his first commentary pro- 
gram on 200 ABC stations, 9:20- 
9:45 p.m., EST. Liberty’s agency 
is Warwick & Legler, New York. 


McVarish to Humphrey 


F. Carleton McVarish, formerly 
on the interim research and in- 
telligence staff of the Department 
of State, Washington, has joined 
the radio department of H. B. 
Humphrey Company, Boston, 
where he will be responsible for 
radio research, promotion and 
merchandising. For 14 years, he 
was director of merchandising and 
research of the Yankee Network. 
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ER Cath groups 7% 4 


Use Shese Fwo 
Magayines ke: 


These two publications, with ae 
combined total circulation of , 
14,000, are edited to meet the 
individual needs of the two 
separate groups that must be 


reached to sell the volume market of office 


Just as game birds differ in their habits, so these buyers of 
office equipment and supplies are different. One group pur- 
chases for re-sale through regular retail outlets. The other, 
composed of executives of large organizations, buy for the 


use of their own firms. The rather indirect procedure of trying 


. 
* 
equipment and supplies. ° 
e 
* 


to cover both groups with the same copy or with one medium 


is obsolete. 


GEYER’S TOPICS — 


Since 1877, Geyer's Topics has been the dominant trade 
magazine among retailers and wholesalers of stationery, 


business machines and all types of office equipment. It is 


editorially directed to this particular segment of the market 
for these wares. It exerts a powerful influence through a 


reader interest it has taken years to build. 


OFFICE MANAGEMENT & EQUIPMENT — , 


founded as "Office Equipment Digest" is pointed direct to 
those executives of big business whose os wer ard isthe ¢ 


purchase of equipment, machines, and supp 
organization. Both the editorial contents and the circula- 


ies for their own 


tion of this magazine cover this field exclusively. The use of °© 


OFFICE MANAGEMENT & EQUIPMENT means a drive for 
the maximum in sales among the nation's largest users of 


office equipment. 


Use this double-barrelled combination with a combined total @ 


circulation of 14,000 with different copy directed to the 


interest of each group. 


Send for Combination Rate Card/ 


Forms Close on the Sth of the month 


THE STATIONERY AND OFFICE 
COGIPMERT DEALERS WaGAIINE 


GEYER PUBLICATIONS 


Established 1877 


260 FIFTH AVENUE 


NEW YORK 1,N. Y. 


Also publishers of THE GIFT AND ART BUYER, SPORTS AGE and Trade Directories 
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War Baby’ Lines 
Expand in N. Y., 


Survey Shows 
Soluble Coffee, Baby 


Foods and Soapless 
Detergents Rise 


New York, Dec. 19.—The soap 
shortage has made a big dent in 
metropolitan New York sales fig- 
ures for the leading brands, but 
one of the war babies brought on 
py this shortage, soapless deter- 
gents, is enjoying a field day. An- 
other war baby, soluble coffees, 
which for a long time were dis- 
tributed almost exclusively to the 
armed forces, is also going to town, 
according to figures compiled by 
the New York World-Telegram’s 
Market Merchandising Inventory. 

Baby food, which gained in- 
creased popularity during the war, 
has shown considerable increases 
this fall, in comparison with fig- 
ures for the same 1944 period. 
Vacuum packed coffee, evidently 
completely recovered from. the 
shortage of the early war years, 
held its own this fall, and a few 
of the leading brands showed 
slight increases. 


Shows Average Sales 


All comparisons made in the 
survey were for the three-month 
periods, September-November, of 
1944 and ’°45, except for a few 
cases where November figures 
were not available. Figures used 
were the average sale per store 
in greater New York, based on 
total number of stores inventoried. 
The World-Telegram inventory 
normally covers 200 retail outlets. 


Soap Shortage Continues 


Lever Bros.’ Rinso still leads the 
soap field, although, like all other 
major brands, figures for this fall 
are far below those of last year 
when the war was still going full 
force. Here are the comparative 
average sales figures for the lead- 


ing soap brands for the three- 
month period: 

1944 1945 

Rinso (Lever Bros.).. 298 153 
Duz (Procter & 

COINS, cacti ess 289 152 

Oxydel (P. & G.).... 213 128 

Supersuds (Colgate)... 207 146 


The detergents, which did not 
get going in any quantity until 
this year, were not recorded until 
July, 1945, but even a comparison 
of the July and November figures 
indicates the spectacular progress 
made by these outgrowths of the 
fat and glycerine shortage. As in 
all other cases, figures are aver- 
age store sales as compiled by the 
World-Telegram inventory. 


FLORIDA'S MOST POWERFUL 


July, Nov., 
45 45 
Spic and Span 
CP Be GP 6c3ss < 6 78 
Scoop (FR Corp.).. 2.8 20.3 
Tish (Amer. Soap 
Wore) osssens- 4.1 10.2 


In spite of the shortages and the 
stiff competition in the soap field, 
Armour almost quadrupled aver- 
age sales for Chiffon soap flakes 
in New York in 1944-45. Average 
sales figures for the period June 
to November, 1944, were 53. For 
the same period in ’45, they had 


jumped to 218. In recent months, 
however, sales have nose dived in 
line with a 50% reduction in dis- 
tribution. 


Maxwell House Still Leads 


The inventory indicates that 
Maxwell House coffee is still far 
ahead of other heavily advertised 
brands in metropolitan New York. 
Average sales for August-October, 
1945, were 335. Ehlers, which has 
been heavily advertised in news- 
papers, is tied in second place with 
Beech-Nut at 158, and Chase & 


ee yowe 


Sanborn comes next at 109. 

The soluble coffees did not hit 
the civilian market in quantity un- 
til June of this year, but sales of 
the eight leading brands almost 
doubled during the next four 
months. In July average sales 
figures for the eight brands were 
26. In October they were up to 53. 

The leading brand baby foods 
have all showed substantial in- 
creases since the war ended. Aver- 
age sales figures in New York for 
September, October and Novem- 
ber were: 
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1944 1945 
Beech-Nut > wae 952 
Hieimg ....... . 205 360 
SE A ree 296 264 
oo eee re 186 258 


SIGNS OF LONG LIFE 
FOR QUANTITY BUYERS 


THE ARTKRAFT” SIGN co. 

ate ts ivision | soon 

900 Kibby St., Lima, Ohio, U.S.A. 
The World's —_ 


igns 
"Trademarks Reg. U.S. Pat. OF 


enti, 


brighten this holiday season 


The enchanting spell of Christmas... 


the kindly and joyful sentiments that 


how 


richly to be cherished in this of all years, 
when peace reigns once more. 
Again the time-honored words, 


“Peace on earth to men of good will”, 


A GOOD OLD-FASHIONED MERRY CHRISTMAS 


can be spoken with renewed hope. 


We at International send our sincere 


greetings to all our friends. International 


Paper Co., 220 E. 42nd St., New York 17. 


‘ INTERNATIONAL 
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Walters Joins NOAB 


Henry Walters, formerly with 
Foster & Kleiser Company and 
Walker & Co., has joined the Na- 
tional Outdoor Advertising Bu- 
reau as agency contact represen- 
tative in the San Francisco office. 


. ’ , 
“But WFDF Flint says 


tires are still scarce.” 


Auto Dealers Will Hit 
Direct Mail Peak in ‘46 


Industry Expects 
30°, Boost in Use 
of This Medium 


Detroit, Dec. 20.—Automobile 
dealers probably will do more ad- 
vertising by direct mail in the 
coming year than ever before. 

Current estimates here are that 
the average auto dealer—there are 
approximately 35,000 in the United 
States—will do at least 30% more 
direct mail advertising in 1946 
than he did in 1940, a year of 
peak sales and general prosper- 
ity throughout the automotive in- 
dustry. 

Advertising executives in the 
industry gave ADVERTISING AGE 
three major reasons why their 
retail organizations, which ad- 


mittedly have enjoyed high level 
revenues during the war years, 
will increase their use of this 
type of promotion in the year 
ahead: 

(1) A generally prevalent be- 
lief that the war, insofar as new 
cars are concerned, has served 
to. break up-buying habits. (While 
most executives ‘are agreed on 
this point, they differ widely in 
their opinions as to how great a 
degree prewar “repeaters” have 
been blown off course.) 

(2) The dealer impression that 
his individual new car market 
needs intensified rebuilding, even 
though he maintained constant 
contact with car owners during 
the war through his service facili- 
ties. 

(3) A rejuvenation of plain, 
old-fashioned customer good will 


When 


. 
oe 


men like these 


compliment us... 


I" giving their hearty endorsement to Outdoor Life’s advertiss 


ing campaign for wildlife conservation, these men of standing 


—leaders of America’s business, professional and public life-—= 


45. 


have also warmly endorsed Outdoor Life. 


It is the well earned good will of men like these — all over the 


/ country — that has placed this magazine so high in the eyes of) 


its many readers . . . sportsmen who in turn show their good will 


i! 


toward advertising appearing in the pages of Outdoor Life. And 


_ these sportsmen spend good money all year ‘round — not only 


~ for sports gear — but for any good product a man can well use. 


boats, Glenn L. Martin. 


Karl E. Mundt. 


manufacturer, Frederick C. Walcott. 


AIRPLANE MANUFACTURER and pioneer in the development of flying 


STANDARD OIL PRESIDENT, Eugene Holman of New Jersey. 
PRESIDENT OF STATLER HOTELS and attorney, Frank A. McKowne. 


LEGISLATOR and active Conservationist, South Dakota’s Representative, 
PRESIDENT AMERICAN WILDLIFE INSTITUTE, statesman, financier and 


NEWSPAPER PUBLISHER and Florida game farm owner, John H. Perry. 


Outdoor Life 


353 FOURTH AVENUE, NEW YORK 10, N. Y. Y 
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—a realistic approach, now that 
the unvarnished variety of com- 
petition is returning and the deal- 
er’s competitor down the street 
also “means business.” 

“Our dealers are concerned, of 
course, about the 1946 sales pic- 
ture, and they have learned the 
effectiveness of direct mail ad- 
vertising so well that they are 
bound to stay with it,” one auto 
firm’s advertising department head 
told ADVERTISING AGE. His com- 
pany, one of the so-called inde- 
pendents, has a dealer list of about 
1,200. Before the war, not more 
than 25% utilized direct mail ad- 
vertising. The figure is “very close 
to 100% at the present time,” he 
said. 


Recent Campaign Is Largest 


“The prospect is for continued 
high volume use of direct mail by 
our dealers,” the same company’s 
service merchandising manager 
said in speaking of service pro- 
motion by his dealers. “Last spring 
marked a new record in their 
orders from the company for di- 


1945 


rect mail pieces, but the fall, 1! 45, 
promotion hit a still higher 


ig. 
ure.” 
General Motors Corporation's 
photographic section has _ beep 


awarded, for the third consecutive 
year, a citation from the Direc 
Mail Advertising Association fo; 
the 1945 direct mail campaign ;; 
produced for the dealers of one 
GM division. The campaign placed 
among the DMAA’s “Fifty Lead- 
ers” this year and last, and in 
1943 gained an honorable men. 
tion. 


Others Win Awards 


Another division’s direct mai] 
program this year, also the work 
of GM Photographic, received an 
honorable mention from the 
DMAA. Oldsmobile’s direct mail 
campaign was placed among the 
“Fifty Leaders” in 1944. It is 
handled for the division’s dealers 
by the Oldsmobile advertising 
agency, D. P. Brother & Co. 

Buick and Cadillac are not con- 
sidered heavy users of direct mail, 
the latter’s dealers relying in the 


In big cities . . . small cities . . . 


in their respective markets. 


impressive circulation assures. 


Ames Tribune ............. 4,325 
Atlantic News-Telegraph .... 6,271 
Boone News-Republican..... 4,894 


Burlington Hawk-Eye Gazette. 18,926 


Carroll Times-Herald ....... 4,648 
Cedar Falls Record....... .« 2,550 
*Cedar Rapids Gazette....... 48,585 
Centerville lowegian ........ 5,951 
Charles City Press .......... 4,953 
Cherokee Times............ 3,789 
Clinton Herald ...,........20,388 
*Council Bluffs Nonpareil ... .. 16,452 
Creston News-Advertiser .... 4,974 
*Davenport Democrat. ...... 
Davenport Times .......... nae 
*Dubuque Telegraph-Herald . . 35,725 
Fairfield Ledger ........... 4,650 


*Published Sunday Also. 


MERCHANDISABLE DAILY CIRCULATION 


Webster City Freeman-Journal 4,766 


... that WINS Dealer Coopera- 
tion and CREATES Consumer Demand 


and towns, it’s the American custom 
to prefer the local paper because it is published for local consumption. 
Proof of this preference in 35 key lowa cities is found in the fact that 
36 newspapers of the lowa Daily Press Association have attained a 
| total daily circulation of 491,190. 


Because each of these 36 lowa dailies has an eye to home-town in- 
terests, each is capable of creating local CONSUMER DEMAND. Further- 
more, thees dailies, through their publishers and advertising depart- 
ments, offer the advertiser the closest possible DEALER COOPERATION, 


To bring the knowledge of your product or services to lowans, you 
need the 491,190 daily circulation of the lowa Daily Press Association. 
You need the CONSUMER DEMAND and DEALER COOPERATION this 


Fort Dodge Messenger ...... 15,605 
Fort Madison Democrat .... . 5,771 
lowa City Press-Citizen....._. 9,100 
Keokuk Gate City... ....... 8,188 


MarshalltownTimes-Republican! 2,301 


Mason City Globe-Gazette. ., 20,726 
Mount Pleasant News... .... 3,160 
Muscatine Journal. ... 2.2... 9,291 
Nevada Journal....... ervce 4,887 
Newton News ............- 6,146 
Oelwein Register ......... « 3,723 
Oskaloosa Herald ......... 6,779 
Ottumwa Courier. ......... 17,733 
ok Bre 4,068 
Shenandoah Sentinel ....... 3,950 
*Sioux City Journal-Tribune, . . . 79,532 
Washington Journal ........ 3,800 
*Waterloo Courier ..........42,753 
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CIRCULATION IN 35 DOMINANT 
IOWA MARKETS 


Write for convincing evidence 


THE IOWA DAILY PRESS ASSOCIATION 


+e Des Moines, lowa 
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main om seasonal service pieces, 
Buick’s dealers will resume mail- 
ing of their customer magazine on 
a regular basis when auto pro- 
duction gets started again. 

GM Photographic’s sales pro- 
motion manager, F. C. Himmel- 
man, told AA that the section cur- 
rently is working on three differ- 
ent direct mail programs concern- 
ing car promotion in 1946. The 
ection handles every phase—cre- 
ation, production and distribution 
__of these programs. 


Ford Resumes Position 


Ford Motor Company’s dealers, | 
among the heaviest users in the 
industry of direct mail advertising | 
before and during the war, will 
be near the top of the list again 
next year. Their combined lists 
total well into the ’teen millions, 
with an average of one piece 
monthly going out to their cus- 
tomers. Handled by R. L. Polk & 
Co., it is expected that mailings 
by Ford dealers will increase 
steadily with added promotion. 

Nash considers direct mail a 
“fundamental part” of its new 
car and dealer service promotion, 
Harold Hornbeck, the company’s 
advertising manager, told ApverR- 
TISING AGE. 

Direct mail by both the com- 
pany and its dealers, in connec- 
tion with the new model announce- 
ment, is currently in progress. 
This is a three-phase campaign, 
consisting of letters from _ the 
manufacturer to owners, dealer 
letters inviting owners and pros- 
pects to a preview of the new 
model and dealer-imprinted new 
car booklets. 


| 
Uses Medium Throughout War | 

Studebaker Corporation carried | 
on a comprehensive program) 
throughout the war, directed at 
its own dealers and touching upon 
a multitude of subjects—sales- | 
room planning, automobile serv- | 
ice, training newly-recruited me- 
chanics and problems contingent 
upon converting a dealer’s facili- 
ties to war production. The vol- 
ume and scope of this program, 
which this year was placed among 
the “Fifty Leaders,” is likely to 
be reflected in a significant amount 
of direct mail advertising by 
Studebaker dealers once the com- 
pany hits its production stride in 
1946. 

Hudson is another consistent 
user of direct mail and expects 
to continue, for its dealers, in- 
creased direct advertising. Six 
months ago, the “Hudson News- 
letter” was inaugurated, going to 
owners and a selected list of pros- 
pects, executives and banks. 

Willys-Overland, which did no 
direct mail advertising during the 
war, has instituted a program di- 
rected at the farm group by way 
of introducing new jeep dealers 
and promoting the varied farm and 
industrial uses of the vehicle. Cur- 
tailed production, however, has 
temporarily interrupted the pro- 
gram, Willys sources told ApvER- 
TISING AGE. 

The Dodge truck division of 


“ZIP! 


Eager 

homes 

snap at 

every 

sale of 

long-out- 

of - stock 

products, in 

this 53,429 

ABC City Zone 

market, with its Post-War 
buying save-up of $15,000,000, 


A market that MUST be sold 
from the INSIDE. The Times 
Herald does just that. 


Represented Nationally by 
The JULIUS MATHEWS SPECIAL AGENCY 


Chrysler Corporation began a six- 
month direct mail campaign last 
August, channeled to truck own- 
ers and emphasizing the comfort, 
safety features and dependability 
of its product. Similar promotion 
is understood to be under way for 
Ford and Chevrolet truck dealers. 


‘Times’ Adds Offices 


The Chicago Times, in order to 
make room for returning service- 
men, is discontinuing use of the 
services of Sawyer-Ferguson- 


in the East and Midwest, but will 
continue to be represented by that 
organization in the South and on 
the Pacific Coast. The Times will 
have its own representatives in 
New York and Chicago. 


Opens Sportsman’s Mart 
American Sporting Goods Com- 
pany has opened the Sportsman’s 
Mart at 1006 Olive St., St. Louis. 
The modernized six-story store 
will be advertised as “The store 
built around the sportsman . 


To Make Food Films 


Henry Dart Greene, formerly 
operator of a commercial film- 
making company, has affiliated 
with Telefilm Studios, 6039 Holly- 
wood Blvd., Los Angeles. He will 
specialize in production of English 
and foretgn-language black-and- 
white and color films for food mer- 
chandisers., 


Moves to Chicago 

Newcomb & Sammons, partner- 
ship composed of Robert New- 
comb and Marguerite Sammons, 
specializing in preparation of 
films, manuals, publications and 
other media used by industrial 
management, has moved its head- 
quarters from New York to 224 
E. Ontario St., Chicago 11. 


GIBBONS 


ADVERTISING 


GIBBO 


BAY STREET. 


J. J. 


KNOWS CANADA 


NS LTD. * MERCHANDISING 


Walker, newspaper representative, the athlete... the family.” TORONTO, MONTREAL, WINNIPEG, KEGINA. CALGARY, EDMONTON, VANCCUVER 
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YOU CAN’T TEAR HER AWAY FROM 


seventeen | 


—she’s devoted to the magazine . . . saves each and every issue for her own 
library. And there are 750,000 others just like her—high school girls who 


know what they want; high school girls who know the value of buying 


branded merchendice.* 


¥ For these and other pertinent facts about the buying 
habits and brand preferences of teen-age consumers, send 
for the SEVENTEEN Magazine survey: “Life With Teena”. 
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Forms Export Company 

Edward D. Magnus, who is re- 
Signing effective Jan. 1, 1946, as 
general manager of Continental 
Electric Company, Geneva, IIL, 
will open E. D. Magnus & Asso- 
ciates, with offices at 188 W. Ran- 
dolph St., Chicago 1. The new 
company will act as export man- 
ager for the Continental Electric 
Company, the Capacitron Com- 
pany, Chicago, and other midwest 
companies. 


FLAT EOD 
CRAET 


> NET PAID 
ee A.B.C 


i " 
READER 
INTEREST 


Ask the RADIO 
TECHNICIAN 


or send for data 


57,394 


25 WEST B'WAY, NEW YORK 7 


G-E to Expand Co-op Ads 


General Electric Company, 
Schenectady, will expand its co- 
operative advertising program in 
1946, E. Patrick Toal, sales man- 
ager of the radio receivers elec- 
tronics department, has revealed. 
Although “too often the money ap- 
propriated is not used for adver- 
tising but to get bigger discounts,” 
Mr. Toal said the program will be 
expanded in response to dealer de- 
mand, with the company checking 
through its agency on results in a 
selected locality before expanding 
nationally. Maxon, Inc., New York, 
is the agency. 


Appoints Geare-Marston 
Pennsylvania Salt Mfg. Com- 

pany, Philadelphia, has appointed 

Geare-Marston, Inc., Philadelphia 

and New York, to handle its pub- 

= relations and publicity opera- 
ons. 


Houx Joins Nash 

Shelton R. Houx, formerly ac- 
count executive of N. W. Ayer & 
Son, has been named assistant 
director of advertising of the Nash 
Motor division, Nash-Kelvinator 
Corporation, Detroit. 


Edison Promotes 
Bulb Package 
in 3-Month Drive 


New York, Dec. 19. — Consoli- 
dated Edison Company of New 
York broke first ads last week 
in metropolitan newspapers on a 
postwar “bargain package” of six 
electric light bulbs retailing at 70 
cents. 

“Lights On, New York,’ is the 
slogan of the campaign, with the 
packages offered by Consolidated 
in cooperation with General Elec- 
tric Company, Westinghouse Elec- 
tric Corporation, Sylvania Electric 
Products, Inc., appliance dealers 
and department stores. 

Radio spot announcements, car 
cards and posters also will be used, 
with the drive slated to last for 
three months. E. F. Jeffe, vice- 
president in charge of sales for 
Consolidated, pointed out that the 
campaign “will help check the 
crime wave” because of improved 


lighting in homes, stores and fac- 
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tories, also helping “to relieve the 
housing shortage by making every 
bit of valuable space _ usable 
through good lighting.” 

Batten, Barton, Durstine & Os- 
born is the agency. 


New Medical Magazine 


MD, a new monthly magazine 
for interns and upper classes of 
medical students, will be pub- 
lished in January, with U. S. and 
Canadian circulation. William C. 
Juniac, president of Students’ 
Magazines, Inc., which publishes 
Dental Students’ Magazine, is 
manager of the new publication. 
Offices are at 605 N. Michigan 
Ave., Chicago 11. 


Four Join F&S&R 


Burton Schellenbach, vice-pres- 
ident in charge of creative work 
at Rickard & Co. prior to his Navy 
service during the war, has joined 
Fuller & Smith & Ross, Cleveland, 
as an account executive. 

J. W. Beuret, who came to 
F&S&R in 1940 from Morse Inter- 
national, Inc., New York, has re- 
joined the agency as an account 


executive. Other new personnel 


includes Thomas Keil, formerly 
art director of Armstrong Cork 
Company, and Fred Stickle, for- 
merly art director of Batten, Bar- 
ton, Durstine & Osborn, who have 
joined the agency as art directors, 


Celludye Names Lippit 


The Celludye Corporation, New 
York, has appointed the public re- 
lations division of Jules Lippit 
Advertising as counsel for its 
products distributed through Dex- 
ter Chemical Corporation. 


Alderman Advanced 


C. D. Alderman, formerly re- 
gional manager, has been ap- 
pointed assistant manager of 
sales for the Youngstown Kitchens 
division, Mullins Mfg. Corpora- 
tion, Warren, O. G. A. McGarry 
has been named manager of 
Youngstown’s experimental mer- 
chandising territory. 


Detrex Expands in L. A. 


Detrex Corporation, Detroit, has 
opened larger West Coast offices 
at 112 W. 9th St., Los Angeles 15, 
under supervision of S. B. Crooks, 
Pacific region manager. 


The Reader’s Digest Abroad 


Mental Massage for the Matador 


From one of Mexico’s outstanding bull fighters recently 
came an interesting comment about Selecciones, the Spanish 
edition of The Reader’s Digest. “In the periods of intense 
nervousness that precede every performance in my danger- 
ous profession I find deep relaxation in reading Selecciones.” 
Note for Selecciones advertisers: The matador “market,” 
though small, is worth cultivating. Among the friends our 
bull fighter correspondent suggested as recipients of sample 
copies of Selecciones, were one of Mexico’s best-known 
architects, a wealthy engineer, and “‘Cantinflas,” the Charlie 


Chaplin of Mexico. 


Reading from Vice to Versa. 
The front cover of Al Mukhtar (the Arabic edition) 
is on the back—by American magazine standards. 
This is because the Arabic language is read from 
“back to front” and from right to left. The adver- 
tising section in Al Mukhtar, which in the other 
foreign-language editions appears at the back, is in 
what we know as the “front.” In spite of such 
differences in reading and other habits, the peoples 
of the Middle East are astonishingly similar to 
Americans in many interests. 
For example, the most popu- 
lar articles so far published 
in Al Mukhtar are a series 
“Be Your Own Boss,” ad- 
dressed to young business- 
men, and the book condensa- 
tion of “How To Win Friends 
and Influence People.” 


Department of Internation- 
al Opinion. From A. J. Ahola, General 
Director of Post and Telegraph Administration of 
Finland—“‘It is a source of great satisfaction that 
The Reader's Digest is now published also in the 
Finnish language. Thus has been opened to us an 
important window towards the Western democracy 
so admired by us and in many respects so near our 
hearts. The popularity it has gained in such short 
time amo. critical Finnish readers proves its 
high editorial standard.” 


“Black Light” for the *Dark:”’ 


Continent. |» the British edition of The 
Reader’s Digest, Mr. S. O. Peters of Lagos, 
British West Africa, read an article on infrared 


rays (often called “black light’’) and wrote to the 
editors: “I am interested in developing the fishing 
industry in this country. Our present method of 
preserving fish is to smoke them, which removes 
both vitamins and flavor. Our process of preserv- 
ing pork and beef is to salt and dry them in the sun 
for four days at least, also 
QY reducing vitamin content and 
flavor. By sending further in- 
formation about infrared dry- 
ing lamps you will do great 
service to the Nigerian in- 
dustry in general and to me 
in particular.” 


Letter of the Month. From a 
British naval officer: “During the five years I have 
subscribed to the Digest, I have read itin Murmansk, 
Iceland, America, the West Indies, the Mediter- 
ranean, the Indian Ocean and within sight of 
Rangoon. Then I have sent it to my wife serving 
in the W.R.N.S., who in turn passed it to a rela- 
tive with the Canadian Army in Italy, later in 
France and Belgium. So at least one copy of each 
month’s Digest travels far and earns its cost many 
times over.” 
. . . 

{dvertising is accepted in the Arabic, Finnish, Portuguese, 
Spanish and Swedish editions. The Reader’s Digest Interna- 
tional Editions, Inc., Pleasantville, N. Y., Chappaqua 400. 


we Be 


International Editions of 


READ BY THINKING PEOPLE ALL OVER THE WORLD 


YOU MAY BE ABLE TO CAST 
A JAVELIN 253 FEET — 


BUT—YOou CANT BROADCAST 


FROM DETROIT OR CHICAGO INTO 
WESTERN MICHIGAN! 


Even signals from 50,000-watt giants in “outside” 
cities fail utterly to penetrate the area of fading 
around this section. Regardless of anything you 


hear to the contrary, no 


“outside-the-wall” station 


can deliver a substantial coverage of Western Mich- 
igan listeners to its advertisers. 


The indisputable fact is that this rich market can 
be really covered only through local stations. 


The best available coverage of Western Michigan 
is through the CBS combination of WKZO in Kal- 
amazoo and WJEF in Grand Rapids—each with 
bell-clear signals in its particular market, and both 


at a bargain rate per thousand radio homes. 


Let 


us give you all the facts—or just ask Free & Peters! 


*253 feet 4% inches: record set by Matti Jarvinen, Finland, 
June 18. 1936. 


WKZO 


CBS - FOR KALAMAZOO OC, 


 CeEaTER WESTERN MICH 


Free & Peters, Inc., 


WJEF 


-FOR GRAND RAPIDS 
cone KENT COUNTY 


Both owned and operated by Fetzer Broadcasting Company 


Exclusive National Representatives. 
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Healy Joins Britannica 

Lt. Laurin H. Healy, USNR, has 
been named assistant director of 
advertising and public relations 
for Encyclopedia Britannica. Be- 
fore the war he was on the edi- 
torial staff of the Chicago Daily 
News. 


KVOO ‘Simplifies’ 
New Rate Card 


Station KVOO, Tulsa, Okla., has 
issued a “simplified” new rate card 
which it believes will be more 


acceptable to time buyers. 

The new KVOO card breaks 
down the cost of programs and 
announcements, and the number 
of times used, into four time cate- 
gories. KVOO is a 50,000-watr 
station, operated day and night. 
A one-hour program broadcast 
less than 52 times at any time 
between 6 p.m. and 10:15 p.m. 
costs $300. 


Britton to Graham-Paige 
C. O. Britton has been named 
director of sales for the farm 


equipment division of Graham- 


45 


Paige Corporation, Detroit. He | manager of the company, and Wil- 


started in the farm equipment bur E. Appleyard has been named 
business with Allis-Chalmers Mfg. | assistant general manager and 
Company in 1934 and later was | secretary. 


associated with the Minneapolis- 
Moline Power Implement Com- 


pany. 


DEALER NEWS 


Weekly Automotive Trade Newspaper 
Covers the 11 Western States 
... Ist in California (rated 2nd in Retail 
Sales, lst in Auto Registry) 
_ Ist in Los Angeles County (rated 3rd in 
Retail Market Area, lst in Automotive 
Market) 
_. . Ist to Service Stations, Car Dealers, Aute 
Repair Services in 11 Western States 
Main Office — 1700 West 8th St., Los Angeles 14 
San Francisco (5), 690 Market St. (4) 


Named Kodak President 


E. Stanley Currie has been 
elected president of the Canadian 
Kodak Company, Toronto, suc- 
ceeding Stephen B. Cornell, who 
becomes chairman of the board. 
Mr. Currie continues as general 


® 
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THE YOUNGSTOWN MUNICIPAL 
RAILWAY COMPANY 


DIALOG —A representative of the : 
Youngstown Municipal Railway Co. an- n] 
swers “Mr. White Bus” in this news- : 
paper ad, which appeared in Youngs- 
town, ©., to herald the arrival of eight 
modern buses from the production 
lines of White Motor Co., Cleveland. 


No Prospect Seen 
for Cheaper Cigars 


Albert H. Gregg, president of the 
Cigar Institute of America, indi- 
cated last week. “But they will 


counters,” he told a New York To- 
bacco Table luncheon. 
Mr. Gregg declared that tobacco 
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boxes, labels, cellophane and other 
materials were also cited as rea- 
sons why prices would not be low- 
ered. He claimed that veterans 
who developed expensive tastes for 
cigars in the armed forces are 


now demanding the better brands. 
earn Tue 1 v. 
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Miss Worth to Fawcett 


Margery Worth, formerly on the 
design staff of Vogue, has joined 
Today’s Woman, new Fawcett 
publication, as fashion editor. 
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No. 10 in a seri 
—_—n Series of messages about plans for L ! 
" Ouisville 


We should like to send you 
a copy of our 40-page 
book "28 Business Leaders 
Plan for Louisville.” 
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of 
Admen 3x the 
Armed Forces 


Robert F. Hamilton has rejoined 
the media department of Geyer, 
Cornell & Newell, New York, as 
director of outdoor advertising af- 
ter three years with the armed 
forces. 

Lt. Robert G. Spencer has re- 
turned to Houbigant Sales Cor- 
poration, New York, as advertising 
manager and publicity director 
after 32 months with the Naval 
Reserve. He was formerly Hou- 
bigant’s publicity director for 
more than six years. 


Baker Resumes Post 


Lt. Comdr. Walter T. Baker Jr. 
has returned to Westinghouse 
Electric Corporation, Pittsburgh, 
as eastern sales promotion man- 
ager of the electric appliance divi- 
sion. 

Edward Cottingham and Paul 
Otman are again with the art de- 
partment -of Federal Advertising 
Agency, New York, after more 


than three years in the armed 
forces. John J. Wilson, AAF cap- 
tain, has rejoined the agency as 
associate director of public rela- 
tions. 

Lt. Rufus Choate, for two years 
with the Navy, has returned to 
Donahue & Coe, New York, as 
a vice-president. 


Adams to NBC 


Robert K. Adams has joined 
NBC as director of program de- 
velopment, after receiving honor- 
able discharge as a_ lieutenant 
commander assigned to the Ninth 
naval district as senior radio of- 
ficer. Lt. Comdr. Bob Edge, re- 
cently with the Coast Guard, has 
returned to his old post as direc- 
tor of sports and special events 
at CBS television station WCBW, 
New York. 

Lt. Willard T. Wadelton, recent- 
ly with the Army, has joined the 
Cosmopolitan sales staff. He was 
formerly with the Reuben H. Don- 
nelly Corporation, New York. 


Jahncke Joins ABC 


Naval Comdr. Ernest Lee Jahnc- 
ke Jr., recently returned from 
overseas’ combat duty, “has joined 
the American Broadcasting Com- 


pany station relations department. 
Before entering active service in 
February, 1941, he was in the 
station relations department of the 
Blue Network, then a unit of NBC. 

Lt. John A. Thomas, who has 
been chief writer for the Navy’s 
official magazine, All Hands, since 
1943, has resumed his post as ac- 
count executive at Batten, Bar- 
ton, Durstine & Osborn, New 
York. 

Lt. Comdr. Jonathan A. Brown, 
with the Office of the Assistant 
Secretary of the Navy, materiel 
division, will soon join Stewart, 
Brown & Associates, New York 
market research and distribution 
consultant. Before entering the 
Navy in 1942, he was with the 
market research department of the 
United States Steel Corporation, 
Pittsburgh. 


Antony to Burt 


Gabriel Antony, associated with 
the Hammond Industrial Adver- 
tising Agency, Providence, before 
entering the Army, has joined 
Ralph E. Burt Associates, Spring- 
field, Mass., agency. 

Ensign Donald Calhoun, former- 
ly a copywriter at McCann-Erick- 
son, New York, has returned to 


Back in 1938, the makers 


decided to test the effectiveness of radio for pro- 
moting the sale of their product. WTIC and the 
wealthy Southern New England market were 
selected for the experiment. That test has re- 
sulted in a mutually profitable association of 
seven years standing, for Gulden’s is today the 
favorite mustard of Southern New England. 

A quality product, a superior sales medium, 
and an above average market form a combina- 
tion that is just about impossible to beat. Gul- 
den’s Mustard, WTIC, and Southern New Eng- 


land are a case in point. 


cf Gulden’s Mustard 
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the agency as a group head in 
the creative department after 19 
months in the Navy. 

Recently released from _ the 
Army, William Bittel Jr. has re- 
turned to Kenyon & Eckhardt, 
New York, as account manager, 
and William Gressley to the pro- 
duction department. 

William B. Faber, with the 
Army’s radar branch since 1941, 
has rejoined Headley-Read Com- 
pany, New York, radio station rep- 
resentative. 


a half years with the Army air 
forces, has rejoined the art depart- 
ment of Kiesewetter, Wetterau & 
Baker, New York agency. 


Rejoins Elgin Watch 


Following four years’ service 
with the WPB and Marine Corps, 
Alan Magary has resumed his po- 
sition as director of sales research 
for Elgin National Watch Com- 
pany, Elgin, Il. 

Lt. John W. Keeshan, USNR, has 
returned to Bermingham, Castle- 
man & Pierce, New York agency, 
as manager of the traffic depart- 
ment. 

Joseph W. Fall Jr., Army air 
forces pilot, has been appointed 
to the western advertisng staff of 
National Geographic Magazine, 
with headquarters in Chicago. 

Maj. W. W. Johnston, after 
more than four years’ Army serv- 
ice, has joined KVOO, Tulsa, as 


Henry C. Rowe, for three and | 


Clarin, who is joining the sales 
department as account execut ve. 

Charles F. Pineau, recently +e. 
leased from the U. S. Maritine 
Service, has joined Witte & Bur. 
den, Detroit, as an account execy- 
tive and copywriter. 

Lt. (jg) Kevin B. Sweeney, c-. 
leased from the Navy, has joined 
Fletcher Wiley Productions, Hol- 
lywood, as assistant to Mr. Wiley, 
supervising sales, sales promotion 
and station relations. 


Made Hackett Manager 


John P. Gilbert, recently dis- 
charged from the Navy after 
nearly two years’ flight duty, has 
been appointed general manager 
of M. H. Hackett Company, New 
York agency. 

Philip Reilley, after serving jin 
the Navy, has returned to KIRO, 
Seattle, as national sales service 
director. 

Lt. John G. Fogarty, USNR, has 
returned from three and a half 
years’ service to active partner- 
ship in C. C. Fogarty Company, 
Chicago agency. He will act as 
account executive. 

A. A. Porter, formerly with the 
armed forces, has joined the New 
York sales staff of George Ef. 
Thompson & Associates, national 
outdoor advertising representative. 

Richard R. Ream, after four 
years’ service in the armed forces, 
has been appointed assistant to 
the manager of the Detroit office 


promotion and _ merchandising | of McGraw-Hill Publishing Com- 
manager, ‘succeeding Bill Mc-/|pany. G. L. Spaulding, after simi- 
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Jewelry — 

a $12 Million Baby 
Yes, in just 10 Variety 
Syndicates, jewelry 
sales totaled 12 million 
dollars. Recognizing 
this important depart- 
ment, the editors of 
SYNDICATE STORE MER- 
CHANDISER include an- 
other “how-to-do-it” 
jewelry feature in the 
December issue. 


An Editorial Plus... 
Readers of the “mercHANpIs- 
er” have long since learned 
to expect editorial pluses. 
Here’s a scene from a staff- 
produced training film on 
“Fire Prevention’—the latest 
in a series of six films. 


After 14 years of research in the 
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Want Latest Variety Marketing Data? 


Variety field, we have compiled 


material valuable to you and your business. Why not write for the fol- 
lowing today? Free upon request: (1) Our 6-Point Market Data Folder; 
(2) Our monthly Variety Market Bulletin; (3) A State and Sectional 
Breakdown of Syndicate Variety Stores, with details for cities of 100,000 
population; and for $3: Our “Directory of Limited Price Variety 
Syndicates.” : 


Headquarters for Variety Store 
Marketing Data 


SYNDICATE STORE 


ee 


Largest Audited Circulation in the Variety Field 


79 MADISON AVENUE, NEW YORK 16, N. Y. 
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jar service, has been transferred 
from Chicago to the Detroit office 
as a representative of the direct 
mail division. 

Stout Rejoins Steere 


After two years’ service with 
the Army air forces, Charles R. 
Stout has returned as an account 
executive with Howard D. Steere 
Advertising, Detroit. 

pill O’Halloran, discharged from 
the Army as combat reporter for 
“Stars and Stripes,” has joined the 
continuity staff of WOW, Omaha. 

Capt. Sydney L. Schaefer, after 
duty with the Office of Strategic 
Services, has rejoined Louis F. 
Herman Advertising Agency, New- 
ark, aS production manager. 

Lt. Harold J. Hubert, recently 
with the Army, has joined F. B. 
Hubert, Advertising Counsel, De- 
troit, as account executive and 
head of the firm’s radio advertis- 
ing division. 

Bellows Names Two 

After service with the armed 
forces, Paul P. Fischer has _ re- 
turned to Bellows & Co., New 
York wine importer and merchant, 
as advertising and promotion man- 
ager, and Cecil V. Albersen has 
been appointed assistant national 
sales manager. 

Emory Chenoweth, recently re- 
leased Army air force lieutenant, 
has joined the New York adver- 
tising sales staff of the Hillman 
Women’s Group. 

George D. French, with Out- 
door Advertising Incorporated 
from 1938 to 1942, when he joined 
the Army Air Corps, has returned 
as a sales representative for OAI 
in Chicago. 

Capt. Don Warner, recently re- 
leased by the Marines, has joined 
the San Francisco staff of Batten, 
Barton, Durstine & Osborn as an 
account executive. 


Three Rejoin FC&B 


Tom Clarke, formerly with the 
Marines, has joined Foote, Cone & 
Belding, San Francisco, as an as- 
sistant account executive. Others 
rejoining the agency after service 
with the armed forces include Al- 
bert Sperisen, returning as pro- 
duction manager, and R. G. Beau- 
mont, advanced from assistant to 
account executive. 

Alvin Unger, after three and a 
half years’ Army service, has re- 
turned to Frederic W. Ziv Com- 
pany and will become manager 
of its new Chicago office, to be 


Opens Food Brokerage 


Julian Bartee, since 1928 a pro- 
ducer and national distributor of 
canned and frozen foods, has 
established the Julian  Bartee 
Company, with offices at 681 Mar- 
ket St., San Francisco, 5. 


Rejoins Westinghouse 

Walter T. Baker Jr., after four 
years as a Naval lieutenant com- 
mander, has rejoined the electric 
appliance division of Westing- 
house Electric Corporation as 
eastern sales promotion manager. 


Tischler Joins Bayard 


Lauris K. Tischler, formerly ad- 
vertising manager of the J. W. 
Robinson department store, has 
joined Jere Bayard & Associates, 
Los Angeles, as account executive 
handling retail and fashion ac- 
counts. 


Publishers Form Credit 
Group for New Magazine 


Fifteen magazine publishers, 
who estimate that between 150 
and 200 new magazines will be 


started in this country during 
1946, have formed the Publishers 
Advertising Credit Group under 
the guidance of the New York 
Credit Men’s Association, with 
Eugene B. Quinn of Fairchild 
Publications as chairman. 

Charter members of the group, 
which will provide a credit infor- 
mation service for publishers, in- 
clude McGraw-Hill Publishing 
Company; Fawcett Publications; 
Macfadden Publications; Parents 
Institute; Dell Publishing Com- 
pany; Standard Magazine; Esquire, 
Inc.; M. L. A. Publications; Ideal 
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Publishing Company; Band Lead- 
ers Publishing Company; Period- 
ical House; Reporter Publications; 
Kogos Publishing Company; Bre- 
skin Publishing Company, and 
Fairchild Publications. 


INDIANAPOLIS 


iM ENGLISH INDIANA 


» 


1946 issues. 


War-time taboos are disappearing fast. Yes- 
terday’s “‘must-nots” have become today’s 
“can-dos”. Our sights are set on pre-war 
standards or better and we're approaching 
this objective just as rapidly as possible. 
Color Bleeds are back—with the January, 


Maximum weight for Insert Stock is again 
at pre-war standards. Run-of-Book Paper is 
increased to 50 Ib. machine finish—with still 
greater improvements to come. 

Trim Sizes* are back to the prescribed 
.N. I. A. A. business paper standard. 

These and other contemplated improve- 
ments will make McGraw-Hill Publications 
of increasing interest and value to readers 
and advertisers alike. 


e. 
*O9685 
*. 


opened Jan. 1. 

Brig. C. J. Laurin, who started 
as adjutant when his regiment was 
mobilized in June, 1940, has re- 
joined Canadian Homes & Gar- 
dens, Toronto, and has been ap- 
pointed manager. For five years 
before the war he served with 
Maclean-Hunter Publishing Com- 
pany as eastern manager of May- 
fair Magazine and Canadian 
Homes & Gardens. 


Larson Joins Sorensen 

R. I. Larson, fermerly execu- 
tive director of Craig E. Dennison, 
Advertising, Chicago and Buffalo, 
has been appointed executive ac- 
count director of Sorensen & Co., 
Chicago. 


Ayer Shifts McMath 


Kenneth R. McMath of the busi- 
ness development department of 
N. W. Ayer & Son, has been trans- 
ferred to the agency’s New York 
office. 


TECHNICAL 
TRANSLATIONS 


French, Spanish, 
Portuguese, Russian 
to and from English 


Highly specialized translation service for 
S. exporters of industrial, engineering 
and scientific products is now available. 


Legal documents, patent specifications, 
translated with meticulous care in the ac- 
cepted standards of the country ad- 
dressed. 


Commercial correspondence is not solic- 
ited, nor do the usual translation rates 
apply to this service. 


Equipped to handle complete production 
from translation to delivery of printed 
material—Direct mailings if required. 


JOHN G. ROBEL 


307 North Michigan Avenue 
Chicago 3, Ill. 
Phone: State 8927 | 


Air coated stock is coming. A new) 
full coated stock manufactured by an 
improved process, designed to com- 
bine the advantages of coating and 
weight. An outstanding new paper, 
for McGraw-Hill Publications, that 
will assure better printing, clearer 
half-tones and a more brilliant repro- 
duction of color. 


THiAl INFORMATION 


All of the specifications shown here 
are effective with the January, 1946 
issues of McGraw-Hill Publications. 
Printed summary cards—4" x 9"— 
for handy reference are available to 
advertisers and agencies. If you would 
like one for your files, drop us a line: 
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Henke, Mors & Govan 
Form New Agency 


Henke, Mors & Govan, Inc., a 
new advertising agency, has been 
formed with offices at 228 N. La 
Salle St., Chicago. Although pri- 
marily an advertising agency, the 
new company will specialize in 
product distribution. 

Principals in the new agency are 
Herman E. Henke, formerly presi- 
dent of Henke, Inc., Chicago 
agency, and more recently pub- 
lisher of a Hollywood cosmetic 
journal; John A. Mors, formerly 
president of Universal Advertising 


Service, Chicago, and more re- 
cently with the George May Com- 
pany, Chicago industrial engi- 
neers, and Marion L. Govan, for- 
merly associated with Russell T. 
Gray, Inc., Chicago, and the Hu- 
bert L. Hardy advertising agency, 
Chicago. 

The new agency will handle ad- 
vertising for Century Steel Cor- 
poration, Era Meter Company, 
Postl Health Club, Posturgraph 
Company of America, Whitson & 
Whitson, Reliance Electric Com- 
pany, Chicago, and for Camp 
North Woods, a girls’ camp. 


Stein Gives Away 
Million Pictures; 


Plans New Product 


Chicago, Dec. 19.—A. Stein & 
Co. will greatly increase its ad- 
vertising in newspapers, national 
magazines and business papers 
next year on Paris garters, belts 
and suspenders and on Perma- 
Lift girdles and brassieres, J. F. 
Sachs, advertising manager, re- 


Kafid ....PIONEER 
in Parcter Distrbutiou 


of NATIONAL NEWSPAPER ADS 


No organization knows better than Rapid the value of time and 
timing in executing a newspaper advertising production schedule. 


And that understanding dates back to the early days, when Rapid 
was the first to accept the responsibility of nation-wide distribu- 


tion of newspaper electrotypes and mats. 


Throughout the years Rapid has continued to pioneer in develop- 
ing ways and means not only of producing better ad-plates and 
mats but also of assuring faster distribution. Today, doing the 
unreasonable is a matter of routine at Rapid’s Cincinnati plant. 


Whether you're in a hurry or not, you'll find genuine satisfaction 
in having your newspaper ad releases handled the Rapid Way. 


NEW YORK PLANT: 
Atlantic Electro. & Stereo. Co. 
Vanderbilt 6-3286; Teletype: NY 1-1323 
SAN FRANCISCO PLANT: 
» Rapid Blectrotype Co:; Douglas 8427 


DETROIT PLANT: 
Northern Electrotype Co. 
Madison 6780; Teletype: DE 91 


CHICAGO OFFICE: 
Rapid Electrotype Co.; DEArborn 2016 


PHILADELPHIA PLANT: 
Rapid Electrotype Co, 
Rittenhouse 5902 
ATLANTA OFFICE: 
Rapid Electrotype Co.; Walnut 8113 
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veaied today at the company’s an- 
nual sales meeting. 

Stein salesmen were shown a 
“revolutionary type of girdle” 
which the company will reveal to 
its buyers Jan. 14 at the New York 
Corset Show. The new product 
will be advertised extensively next 
year. 

Mr. Sachs reported that the 
company has given away free 
since Labor Day more than l,- 
000,000 framed pictures of dogs in 
a dealer promotion program that 
has brought extensive dealer ad- 
vertising of the Paris line. First 
tested in the Twin Cities last May, 
the program provided that the 
pictures, used in Stein advertising, 
would be given to dealers without 
charge, provided each dealer either 
ran an advertisement on the line 
or installed a Paris window dis- 
play. 

More than 1,000 dealers installed 
displays and ran ads this fall, 
Mr. Sachs said. The pictures were 
given free to anyone who asked 
for them, regardless of whether 
sales of Paris products were made. 


‘Tribune’ Limits Ads 


in Newsprint Shortage 

The Chicago Tribune, which 
controls its sources of newsprin; 
supply, has this month been forceq 
to omit national advertising fron 
its “country” runs, which cOmpoge 
about one third of the Tribune 
circulation, because of a shortage 
of newsprint. As a result, na. 
tional advertisers are being 
charged only 65% of regular rates 

Clyde Benham, national adver. 
tising manager, predicted that the 
present restriction will end by Jan. 
1, although the newsprint shortage 
will continue thereafter to preven} 
the newspaper from handling as 
much national advertising as js 
demanded. 


Johnstown Admen Elect 


The Advertising Club of Johns- 
town, Pa., has elected the follow- 
ing officers: President, L. J. Pax- 
son, Johnstown Motor Club; ist 
vice-president, Carl _ Gillespie, 
Johnstown Tribune; 2nd _ vice- 
president, Reuben Alwine, A & B 
Truck Company; secretary, L. H. 
Henning, Henning Advertising 
Studio, and treasurer, Ralph S. 


Robb, Johnstown Credit Exchange. 
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World’s Largest Advertising Plate and Mat Makers Specializing in | 
Distribution Direct to National Newspapers and Local Dealers | 


‘Main Plant: CINCINNATI 14, OHIO + Parkway 3577; Teletype: Cl 496 
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FCC Seeks More 
Supervision Over 


Station Changes 


Washington, Dec. 19.— Spurred 
by House criticism of “big busi- 
ness” in radio stations, FCC has 
worked into final form and sched- 
wied a hearing on a new rule sub- 
jecting the transfer and sale of 
stations to more rigorous publicity 
and commission supervision. 

Following closely the routine 
outlined in a decision granting 
transfer of WLW, Cincinnati, to 
Aviation Corporation last fall, the 
proposed rule requires that plans 
for sale of a station must be ad- 
vertised twice a week for three 
weeks in a daily newspaper of gen- 
eral circulation published in the 
community where the station is 
located. 

The ad is to state the terms and 
conditions of the proposed assign- 
ment, the name of the proposed 
purchaser, and point out that any 
person interested in purchasing 
on the same terms may file an ap- 
plication to that effect with the 
FCC within 60 days. 


Processed After 60 Days 


On receipt of the application, 
the commission will issue a public 
notice stating the conditions of the 
proposed sale. After 60 days, if 
no alternate purchaser appears, 
the application will be processed. 
If another applicant appears, and 
the commission is convinced that 
the original applicant is qualified, 
the grant will be made. 

If the commission is unable to 
make such a decision, a public 
hearing will be held before a bid- 
der is chosen. The procedure will 
not apply where the transfer does 
not involve change in actual or 
beneficial ownership of the license. 

Commission members noted in 
the WLW case that FCC has given 
considerably less attention to 
transfers than it has to original 
grants, although the effect in 
either case is substantially the 
same. 

With the selling prices of radio 
properties . skyrocketing to the 
point where Congress is receiving 
suggestions that they are too valu- 
able to give away, and ought to be 
subject to a franchise tax, the 
commission wants to make its 
processing of original and transfer 
applications bear more resem- 
blance, although there never has 
been any rule requiring advertis- 
ing of an original application. 
Parties interested in discussing the 
proposed rule have been instruct- 
ed to contact the commission by 
Jan. 15, 


Works on Agency Plan 


The case for an agency recogni- 
tion bureau for radio was worked 
into polished form by a sales man- 
agers subcommittee here today in 
preparation for consideration by 
the NAB board at Hollywood 
Jan, 3. 

Already approved by the sales 
managers committee, the plan calls 
for an organization similar to that 
used by other media, to certify 
agencies that maintain standards 


<_160 > 


Ss. | 
‘ 


INDUSTRIE 
— 7 AS 
' ® 


Oilae 


RACINE. 


A GOOD MARKET 


SECOND in ‘Naves” 


7ke JSOURNAL-TIMES 


(RACINE, WISCONSIN® [ME Ain are (0 #EPAiaTAlES 


of professional proficiency and 
credit responsibility. 

Worked into script form by 
Muriel Riger, New York script 
writer, the idea will be offered at 
NAB district meetings early next 
year, if the board gives its ap- 
proval. 


Publishers to Meet 


The California Newspaper Pub- 
lishers Association will hold its 
1946 Victory convention at Hotel 
del Coronado, Coronado, Cal., Jan. 
18-20. 


Chevrolet Names Two 
General Sales Heads 


Thomas H. Keating, general 
sales manager of Chevrolet Mo- 
tor division, General Motors Cor- 
poration, has named W. E. Fish 
assistant general sales manager 
in charge of the eastern half of 
the U. S., and G. I. Smith as 
assistant general sales manager 
for the western half of the coun- 
try. 

Mr. Fish, who has been with 
the’ company since 1931, was 
named assistant general sales 


manager in charge of commercial 
vehicle and truck sales in 1944. 
Mr. Smith, who joined the com- 
pany in 1926, was named regional 
manager for the Great Lakes area 
in 1933. 


To Erect $500,000 
Art Studio Building 


Plans for a $500,000 building to 
house Kling Studios, Chicago, 
photographic and art illustrators, 
have been announced by Robert 
Eirinberg, president. The new 
building, to be ready for May, 
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1946, occupancy, will be two 
stories high and have approxi- 
mately 50,000 square feet of floor 
space. 


oy asin’ RAS oe, cers 
T TER SHOP, Ine. 
431 S. Dearborn St., Chicago 3, Ilinelse 


& 
* as 


nec Bee 


ADVERTISING OFFICES 


offering you more than three million people who 


NEW YORK -« 3) BOSTON 


PHILADELPHIA e« CLEVELAND 


DETROIT 


AN FRANCISCO 


: Se ie Mesh 
ee ee ae ae a ; re 
i , oe Bie: Ren LR . XS perpen Wicks: © pacientes : x ; ear A at c % spi : ea ae 
‘ y . : : a M yr } * ; ee. F ty 8 a aatere on c f a : : ~ ig Ft : ad 
| . , 
a _ | .- 
sg 
———---—— CR en m 
pet Aaa aeadl mt NG IN : 
e-5e0"~" sei - Y Set 
—_—_——— | PAULTIGRAPHING ~ FILLE Bag 
a me ll 
| a : ee we 7 
ee oe 
Bos. Pere bs eC o ; s ° oe ® f MR EIN 9 NES” : 
aoe : Roe Fas c Spleen : — eee Bt oe oe F : 
Ei ie Mi Pcie . - Li Bee. : i Aes a 
a ey 3 MEY oe ia ' Bee ‘ a ; i, rae 
Ris 5: ee ae kaa a! ee ; = iu ee : e - / 4 : i 
ee ae or ae ae . oe aes SE Hos Pom 3 g > a : os ae 
eee. Faas So ae oak. Cee Sn oss gg i 4 pe By ee 4 od oy en 
a ee ie a BR i Pee i ee Z Poe ok - :. ; ef - 
Bees i Ane ce a 5 : eae i us mee oe eae . £4 
ee BP A a oe i i d OS ae : H S : 
a % eee es — 2 ees rr ee . eee a. % : ; 4 
ance oe gue ie Rage ee i pee ee ee 
pic Aes 2 ee Reg gy os -- ee ee Pe ae : uae 1 : ‘ nea 
Jo. 4 * ss a Oe ast: s ie Soak >. es 
: al oe u # r (a. oe: Se 7” s ie a o T4... tor ’ 
| eee eas ‘os 8 Te ae aie ae Sergey ae =. oa Pics ae i 2 oe Biss: j Ee scent 
} ee Oe Bee po a (a re Pe Ae sa ae a 
- } ae - oe . -. : >. a aie ee. C4 Pea col be 
ro | ‘a RS es " 7 
. é He ! penn oe bei et on be 
dg aS eg 0 = aa ae a’ 
. - ‘ Peeneaee 14 ee e Ce ie “ e 
a ph ie .. ii a ; wh: gi? oe Z ‘ sae - - : 5 5 Sore % 4 . Be. } 
a ue OS a wd - es St CE ‘  ™ — 
Pe ae ee fe oe a >_> = ssi 
gee a * ie Fg <<. , ; a, ae Se i Ge 
oS é im al eae G : € ¥ 2 A oo oe o t . } ‘in “ye ” 
| oy ‘he ; , al oe , Fx . = ; E sie pas, * eee ee a 
} es F # ee ny 4 5 ¥ os ee : se. i ‘ ~ - — a. Bi capers? Ye ~ 
am ae al ee ee oi ee ie . 
‘ wee 4 Rea ee <S he ; i pom yi wigan eee . eh * 3 a eo 
a - com = ¢ a a ie Be ee —— Wi 
ia gee. er LY ie cae — eae * 
i ie Tee ‘ Wie. We f . ei Bg Sg a Pe. : 
| ‘ F "3 : 3 ” fe : : ™%, . > s . = ; , i ae Oe if ie ‘ te a 
= | ue eae \ ody ell Cen . Bd ~~ . ny , Lacan! 
re . i = . - Oo eee 
4 ’ 3 . Reo ay. Sate. eS bi. . ane i a 
z= | i a —— Bs «s By i ee es 5% 
‘ : ; o ol 7 ae as Be ie ee 4 & * es) «a * € % } 4 a Bae 3 ie ta Ne i ye i it 
: 3 ae ub Ra ee 3) w~ ; “ ’ ~ me Ss , fs ms. £ < a j Sa 4 sis 
duh e . 4 : ee ’ a bos ; at He vt fi oe a. <9 4 “ace a ee ‘ a : ’ -— “s o 
é q a . Nb . é : p of es + ey Bo Oo? x wets ‘ e/ a * apa ae : 3 7 7 El 
SE ¥4 se ny “i a # Fog 8 vy , [és 44 2a : i, yee _ we eg ee s _ 7 e: 
rf = a Bae gy ook + “arses ~ ret oe eS ” = - : 
, a a r - $ i Se a aoa elt z ; } “S he 4 eéed ga _ 4 a 4 ; ' F ? 
‘ ae Binge as ae Petites se Ak be pee Fe i . : 
on ae bee cme BVA els: aR et otek \ a ¢ : os 
S aon “i hp eet ae Bi) 3 ->. RS eee 4 - a e., 
af EOE OTA) > 8G or ee ae, —_— : 
e oi Rat las © ‘Bae Be’) ‘f : eg’ , les Pte ene shies es 
ol 4 aa 4 y 5 2. Pe rae pe ge. D 4 ow es a a a 
i j Hop ae 4 ti 3 ser x Sa ee oY Pees Pe a. é ? 
eS CATT } 7-23 eR A ae 7 4 FON) eg dl — em 
AUER | 756g a My 1h ND) ~ i ' —— De 
' ; es NRSC RS A) NWN (\\ : — < 
teem f 2-7 FE JC) eta \. a a 
‘Hath ) feito Die | 
wy | o hg 4 » aa * 5 ae . se 
3 7 : } if se “s Cx : — Ps rn % ee al 
| | | Th 38 Mees a) fae sie. ee 
| ; ta ond | * >< At oP ab > ‘ ‘ Hy lig % er 
a i> f Sw se Sas sp As 9 ey 9 a : * Yee’ bs ci * 5 . 
ae mae. et eh eae | “Ay ; tat owt Lig BS eee 7 
s q a> > » OS Se ae : ° (. 9% é Ey Sed 
; ek Se tN Yt Nhe ee ee  & : Sos 
| \ Re pe? Oe Seaton 4 of cal a oe - 
‘ 7 2 3 ? 3 © Saw At Leh PG on a ; & be 
| | INN yaa eee SY a ‘del q 
| a <4 nf a Nini Saar e. a - 9% 1 iy; & i: 
, Re AS hers) ae . : “2 . ae . 
} a tT ag. or = : ‘ ag : ky : 
| me ¥ 3. a A “2 3 + ay 
‘ . 4 > © a ~~ © si US 
f hes ae : ~ ta * . 9 % & \ ' ._ th 
meen 2 3 e ° ”. ie. y3 es % — vr 
| at é an * “a . me | a} i? t 
| tess: ” ¥ ®#. ‘ : oy A o Be ° ms = : a > a 
ll i A ae fy 
a { : £ * a ¥ % es 4 Oey: 
‘he - — ae 
wi ‘ A a ; -\AQ Ge 
ee he te Pe. ? Le ne 
AR r i Tt , a; .% . " 
: _ = eo \ i ie Bs 
i a. . ,. Me “is > § ; oy 
Bia 4 ; , 4 < ; are 
tn ol li =~ WA the : 
a... , = = vl eae’ r ae 
- —-. Ss . 
| ee | 
are America’s Best Customers 
! 5 ts a —“CtssSCSCsSCSCSC“‘(“‘#YNNN’N'NWN’N’NYNWNNNW$S WSMV 
ae 
; ¢ ; ae ‘ d - 2 ; 4 4 


How many times have you heard it: 
“The coming of peace will see the 
collapse of war production cities!” 


South Bend hummed with war pro- 
duction. Now, South Bend hums with 
peacetime production. 

Gas, electric and telephone installa- 
tions, still going up, answer the ques- 
tion, “Who’s Leaving Where?” 


Sept. 1944 Aug.1945 Sept. 1945 


Gas 25,119 25,534 25,541 
Telephone 30,719 31,137 31,208 
Electric 31,371 31,918 31,889 


The TRIBUNE saturates this prosper- 
ous peacetime market. The largest 
circulation in America of any evening 


newspaper in any city of up-to-110-000 


Che 


Soulh Pend 


— « Gribune 


NEWSPAPERS GET IMMEDIATE ACTION! 


STORY, BROOKS & FINLEY, INC. *« NATIONAL REPRESENTATIVES 


pemeesereenn by ° 


- Se 


There's a brave new world opening up for young America. 
Today, he’s reading of new wonders and modern miracles 
and the great tomorrows to come. Much of his authoritative, 
down to earth information is gained through the pages of 
THE OPEN ROAD FOR BOYS. 

Open Road is expertly geared to the exciting, adventur- 
ous interests that make a boy's world. Its stories, articles and 
features are stimulating, constructive, deliberately aimed to 
foster high ideals and build character and fibre in youth. 

Today, too, boys are forming opinions and buying habits 
they will carry into manhood. To advertisers who wish to 
influence the men of tomorrow, THE OPEN ROAD FOR 
BOYS offers 275,000 ABC Guaranteed Circulation in a 
growing quality market. 


THE OPEN ROAD PUBLISHING COMPANY 
729 Boylston Street Boston 16, Massachusetts 


Careful Choice of 
Business Papers 
Urged by Knisely 


Philadelphia, Dec. 18.—‘“In the 
days ahead it behooves us as ad- 
vertising men to be a great deal 
more discriminating in our selec- 
tion of business papers,’ Stan- 
ley A. Knisely, executive vice- 
president of Associated Business 
Papers, New York, told the Phila- 
delphia chapter of National In- 
dustrial Advertisers Association 
recently. 

“With the ending of paper re- 
strictions there is a rash of new 
business papers on the way,” he 
explained. “Some will succeed in 
rendering new and improved serv- 
ices to various functional groups 
in industry and commerce, and 
will survive and grow strong. 
Others, with limited vision, doubt- 
ful integrity, and scanty ethical 
standards, may prosper for a time, 
particularly if advertisers con- 
tinue to buy space with the hap- 
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hazard carelessness manifested in 
so Many instances in the past. I 
simply ask the question: ‘Who 
keeps the 10th raters and out- 
right racketeers alive?’” 


Total Now 1,619 


Checking with Standard Rate & 
Data Service, Mr. Knisely found 
the present total of business papers 
in the country to be 1,619. Of 
these, 298 are members of the 
Audit Bureau of Circulations (and 
132 of the 298 are ABP members) ; 
159 belong to Controlled Circula- 
tion Audit; 788 issue sworn state- 
ments, and “374 refuse, after three 
requests, to furnish any figures 
to Standard Rate & Data.” 

On the other hand, he said, 
“alert business paper publishers 
are taking, and will continue to 
take, all necessary steps to place 
their publications on a better com- 
petitive basis.” 

The ABP has found that, “gen- 
erally speaking publishers 
will increase paper weights and 
the mills will improve printing 
surfaces as rapidly as _ possible. 
Regarding circulation, we may ex- 


pect—in fact we already are ex. 
periencing—a new and large c op 
of new readers.” War veterans 
entering new fields or seeking bet. 
ter jobs will want the “education 
they can get only from business 
papers.” Recent wage increases 
to printers will bring higher ad. 
vertising rates. 


Open New Agency 
in San Francisco 


A new advertising and public 
relations agency, Millstone 4% 
Clark, has been formed in San 
Francisco. Irving Millstone, for- 
merly associated with American 
Advertising Agency; Miss Allison 
Clark, formerly art director, The 
Emporium, and Edward W. Koeh- 
ler, formerly public relations di- 
rector, San Francisco Tuberculosis 
Association, are the principals. 

Offices are being opened in the 
Butler building, San Francisco. 


Heard Advanced 


A. Niel Heard, vice-president of 
Garfield & Guild, San Francisco, 
has been placed in charge of the 
agency’s Los Angeles office. 


“Let's Check the Record” 


This is a gilt-edged market that pays 
big dividends. A look at the record 


for 1945 shows that 
advertisers blanketed 


spends more than $736,000,000* an- 
nually, on everything from soap to 
soup. Our advertisers hammer home 
their messages to more than 211,000 
families—every other one throughout 


the 103 counties of Nebraska and 


southwest Iowa! 


COVERS NEBRASKA AND S.W.IOWA\ 


the next. 


World-Herald 


a region that 


the nation’s 


Not only that, but this rich market 
is just as active one month as it is 
Reason? No reconversion 


problem. Farmers work as hard as 
ever and continue to raise and sell 


crops and livestock. Manufacturers 


continue to process these foods for 


dinner tables. It’s a 


leading market. And it is influenced 


by one leading newspaper . 


*Sales Management Estimate, 1944 


maha 


4 


i fs hn - 
\ WEST AS _ ey ~~ —~ 
————— 


OWNERS AND OPERATORS OF RADIO STATION KOWH 


WORLD-HERALD 


National Representatives, O'Mara & Ormsbee, Inc. 


New York Chicago. Detroit, tos Angeles Sen-Froncisco 


Net Paid Circulation October, ‘45 — Daily 211,023; Sunday 213,782 
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Dated 
Batteries 


National Carbon Company, Inc., manufacturers of “EVEREADY” BAT- 
TERIES, are sure that the magazines in THE NATIONAL COMICS GROUP 
influence people in all walks of life. For comic magazines, like flashlight 


batteries, are universal in appeal. 


If you, too, are interested in reaching the growing market covered by 


comic magazines, you'll find the ideal medium 


The National Comics Group 


ACTION COMICS ANIMAL ANTICS . FUNNY FOLK REAL SCREEN COMICS 

ADVENTURE COMICS BATMAN FUNNY STUFF SENSATION COMICS 

ALL AMERICAN COMICS BOY COMMANDOS GREEN LANTERN STAR SPANGLED COMICS 

ALL FLASH COMICS BUZZY LEADING COMICS SUPERMAN 

ALL FUNNY COMICS COMIC CAVALCADE MORE FUN COMICS WONDER WOMAN 

ALL STAR COMICS DETECTIVE COMICS MUTT AND JEFF WORLD'S FINEST COMICS 
FLASH COMICS REAL FACT COMICS 


The National Comics Group is currently comprised of 26 out- 
standing comic magazines which carry the Superman DC symbol 
on their covers as identification of the best in comic reading. 


Represented Nationally By 
RICHARD A. FELDON @ CO., INC. —420 Lexington Avenue, New York City 
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Book of Job Now Is 
on Best Seller List 


To the Editor: Because I can 
anticipate its great usefulness in 
these days of strikes, delays and 
other happenings beyond the con- 
trol of the business man, I would 
appreciate your sending me a copy 
of your illustrated edition of the 
Book of Job, as mentioned in your 
Dec. 10 issue. 

Let me take this opportunity of 
congratulating you on the excel- 
lent job your staff has done in 
getting out ADVERTISING AGE under 
the extremely difficult conditions 
which have faced you. 

RUSSELL M. SEARLE, 

Secretary, Advertising Spe- 

cialty National Association, 

Washington, D. C. 


To the Editor: Please send me 


This department is a reader’s forum. Letters are welcome. 


two copies of the Book of Job... 
the special illustrated edition. 
JacK E. BRENNAN, 
Advertising Manager, H. T. 
Poindexter & Sons Merchan- 
dise Company, Kansas City, 
Mo. 


To the Editor: Yes, I would like 
a copy of the illustrated edition of 
the Book of Job. 

K. A. S. PAULSON, 

Branch Manager, General 

Mills, Inc., Cleveland, O. 

To the Editor: Yes, I would like 
a copy of your special illustrated 
edition of the Book of Job as men- 
tioned in your issue of Dec. 10. 

Regarding your special photo- 
offset issues and your most in- 
teresting letter describing how 
you did it, I might say that your 


readers in our office feel that the 
pioneers of yore had nothing on 
you folks when it comes to sur- 
mounting obstacles. 


A. VAUGHAN CHINNOCK, 
Sales Development, Hooker 
Electrochemical Company, Ni- 
agara Falls, N. Y. 


To the Editor: I can’t resist the 
offer of a special illustrated edi- 
tion of the Book of Job. Won’t 
you send me a copy? 

R. P. WALL, 

Advertising Manager, South- 

western Drug Corporation, 

Dallas, Tex. 

To the Editor: We are taking 
you up on your offer in the Dec. 
10 issue of ADVERTISING AGE and 
asking for a copy of the special, 
illustrated edition of the Book of 


“The word must have gone around 
that I’m opening a branch in l|OWA”’ 


Right now Iowa is the hottest spot in the na- 


tion’s business picture, the place where pros- 


pects are weighed down with cash instead of 
reconversion problems. The spot, too, where 
you can get started most easily and at least cost. 
For so solid is The Des Moines Sunday Regis- 
ter’s circulation that it can provide you with 


70% coverage of all lowa’s wholesalers and 


retailers as well as 70% coverage of all lowa’s 


urban homes at a milline cost of only $1.72. 


THE DES MOINES 
REGISTER ann [RIBUNE 


covering Metropolitan lowa 


A STATE-WIDE URBAN MARKET RANKING 
AMONG AMERICA'S FIRST 20 CITIES 


Nationally represented by Osborn, Scolaro, Meeker & Co., New York, Chicago, Detroit 
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Job. We can sympathize with 
your troubles and pray for “pa- 
tience under our afflictions and a 
happy issue out of all our 
troubles.” 

M. E. BICKForRD, 
Advertising Department, J. R. 
Watkins Company, Winona, 
Minn. 

To the Editor: Please send me 
a copy of your illustrated edition 
of the Book of Job. Thank yvu. 
ARTHUR H. TRUITT, 
Publicity Director, Mabley & 
Carew, Cincinnati, O. 
To the Editor: We would ‘like 
very much to obtain a copy of the 
special illustrated edition of the 
Book of Job mentioned in the Dec. 
10 issue of ADVERTISING AGE. 
L. K. HAGAMAN, 
Assistant Director of Sales, 
Furniture Division, The Men- 
gel Company, Louisville, Ky. 


To the Editor: I would appréci- 
ate receiving a copy of the special 
illustrated edition of the Book of 
Job, mentioned on the front page 
of your Dec. 10 issue. 

J. J. O'REILLY, 

Organic and Phosphate De- 

partment, Merrimac Division, 

Monsanto Chemical Company, 

Everett, Mass. 

[Editor’s Note: To these and 72 
other readers of ADVERTISING AGE 
who have written us*for a copy of 
the Book of Job—some seriously, 
some with tongue in cheek—our 
apologies for a minor jest which 
seems to have misfired. We con- 
fess (and please don’t tell the Fed- 
eral Trade Commission about this) 
that we did not distribute a special 
illustrated edition of the Book of 
Job to our entire staff. When, 
after coming out of a four-week 
typographic strike, we were faced 
with a no-overtime edict by the 
pressmen, we thought a reference 
to the biblical book which teaches 


; dvertisi: 
the lesson of patience under aq 


versity was apt and proper. 

But, having established a repy 
tation for coming through (seq 
“The Penalty of Leadership,” ove 
which much furor 


ant to § 
d, I be 
cluding 
ppend ¢ 
is currently¥me and 


raging in another advertising jour# the W' 
nal), we could not let our inquirerdhe for § 
down. Hence, 

The most patient inquiry faileghiys to t 
to net us any copies of an illusthey ups 
trated version of the Book of Job{isk then 
but we did find a forgotten stockHe nicer 
of less than 100 vest-pocket edj# they’d 


tions of this portion of the Biblefsh don 
at the American Bible Society, andfome. ¥ 
promptly purchased them. So eachf I’! fe 
inquirer now has his own privaterabbed 
copy of the Book of Job (not il} bed, 
lustrated). But... ere I al 
There are no more copies avail-feling, 
able, so please don’t ask us tofhe 400! 
send you one. You’ll find the BookPhotogré 
of Job just about the middle offhen I 
the Old Testament in your Bible§n! 
—the 18th book, right between 
the Books of Esther and Psalms,]} Ad-A1 


AA Reader Asks Union 
Help in Getting Copies 


To the Editor: I’m married 
.. . three darn nice kids that likel. 
me...a host of friends and 
good accounts... BUT, I too 
have my labor troubles. 

Shux, man, don’t you know 
that a guy who’s been reading AA 
for years can’t get off to a good 
start on Mondays unless that 
brown envelope is in the mail?I- 
AA is sugar in my coffee; butf pq st 
when it fails to come Monday, 
then Tuesday, and none on Wed- 
nesday, can’t you see how I be- 


come unbearable to live with? oean 
The kids don’t go for my sour} tion 


puss around; the little woman 
hides every time I run to the 
mailbox. 

Let’s see what can be done! 
First of all, and without charge 
for time or overtime, I bet a lot 
of us readers would give a hand 


in your offices and publishing 


METROPOLITAN OAKLAND 
She Best Jest Market 
On Jhe Pacigic Coast 


In a comprehensive study of the 
sixty top ranking Test Markets in the 
United States made by the Ross Fed- 
eral Research Corporation, Metropolitan 
Oakland placed Ist on the Pacific Coast 
and 3rd in the Nation. 


The Oakland Tribune, with the 
Greatest Home Delivered Daily City 
Circulation in Northern California is 
the dominating newspaper in this great 
and growing market. 


MAKE METROPOLITAN OAKLAND YOUR TEST MARKET 
TOTAL NET PAID CIRCULATION 


DAILY 138,697 
sunvay 141,749 


A.B.C. Publisher's Statement, March 31, 1945 
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m married 
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reading AA 
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r my sour 
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run to the 
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ant to get AA out on time. Sec- 
d, I bet a lot of your readers, 
cluding myself, have come to 
ppend on AA’s getting out on 
me and feel that the second day 
the week should be a pleasant 
e for starting that week’s work. 
Hence, why not ask your union 
ys to think of the happy homes 
ey upset when AA comes late. 
sk them if your readers wouldn’t 
nicer guys to get along with 
they’d do their part to estab- 
sh domestic tranquility in the 
ome. Yea! Just ask them! 
lll feel better from now on. 
rabbed two cigars and AA; went 
) bed, turned on the lamp, and 
ere I am, on Page 24. Darn good 
peeling, and the family’s outside 
e door waiting to look at the 
hotographic Review of the Week 
hen I finish. Living’s lots 0’ 
n! 
F, A. SHERIFF, 

Ad-Art Copy Service, May- 
wood, Ill. 

, 3 o& 


ess Agent Plant? 


To the Editor: That odorous 
ilboard idea (AA, Dec. 17) 
ells like the plant of a cunning 
ress agent—but if the stinking 
illboard becomes a fact, and one 
f those smelly signs squirts any 
f its substance on me—TI’ll sue 
m, so help me, and ask double 
amages if the perfume is essence 
f pansy. 
I'd still rather smell like Life- 
uoy. 

GEORGE J. HUGHES, 
Director, Public Relations, 
Progress Research Corpora- 
tion, Chicago. 


- wR 


thinks ‘Candy’s Dandy’ 


Open to Attack 


To the Editor: With production 
roblems what they are in the 
aphic arts business today, un- 


ent would like to see your illus- 
ated edition of the “Book of 
lob,” so if you would care to send 
Ss a copy or two we can keep it 
andy to cheer us up when things 
em to get a little too far out of 
and. 
I notice your “Candy’s Dandy” 
rticle in the Dec. 10th issue. Far 
e it from me to throw any cold 
ater on the candy industry, but 
wonder how many people when 
hey read the slogan “Candy’s 
andy—Keep it handy” are going 
think of Dorothy Parker’s 
amed crack “Candy’s dandy but 
iquor’s quicker” and “Reach for 
bottle instead of a sweet.” 
GEORGE Post, 

Crescent Advertising Service, 
Kalamazoo, Mich. 


arket, O’Connor Says 
To the Editor: In my opinion 
. A. Warren’s sneak attack on 
irs. Roosevelt—he hadn’t the guts 
name her—was not only offen- 
ive but stupid (AA, Dec, 19). On 
er record she’s no more a Social- 
st than he’s a Fascist, possibly 
eSS. 
The point is, Roy Howard has 
is editorial pages in which to 
titicize Mrs. Roosevelt’s views, 
xpose her misuse of facts if any, 


conclusions if he can and 
es to do so. But, good pub- 


€ 
isher that he is, 


) the Warrens, 
ws. 


their families, 


nd show up the illogicality of 


Roy Howard 
ws that he must cater not only 
with a Pegler, 

but to the general public, 
atever their social or political 


“ven Socialists eat, wear clothes 
nd provide some kind of shelter 
regardless of 
ether we think they would be 
e to do it as efficiently, cheaply 
i abundantly under their pro- 
sed system as under ours. They 
e part of the market. And mar- 
ts are what Roy Howard is pro- 


merchants access to through his 

various newspapers. 

H. W. O’Connor, 
Chicago. 


i. wo 


Just Kidding? 

To the Editor: Back in 1942 we 
couldn’t help knowing that Lucky 
Strike Green had gone to War, yes 
that Lucky Strike Green had gone 
to War. 

Now we’re wondering if Green 
hasn’t enough points for discharge, 
yes—enough points for discharge. 


Maybe George Washington Hill 
was just kidding, yes—just kid- 
ding. 

CARROLL O’MEARA, 

Young & Rubicam, Hollywood. 

vvy 
Requests Own Copy 
of ‘Strike’ Letter 

To the Editor: Would you care 
to send me a copy of that three- 
page letter about which I have 
read and heard so much favorable 
comment? 

While I am not a subscriber to 


ADVERTISING AGE, I do read the 
publication regularly—and I like 
it immensely. Subscriber Charles 
R. Wiers, vice-president of our 
company, graciously shares with 
me his copy of each issue after he 
has read it. 

Needless to say, I will be grate- 
ful for a copy of your much-pub- 
licized letter about you publishing 
during the typographical union 
strike. 

CHARLES A. EMLEY, 

Sales Promotion Manager, De 

Long Company, Philadelphia. 
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Resigns as Director 


Robert Barry has resigned as 
director of public relations of Na- 
tional Distillers Products Corpo- 
ration, New York, because of ill 
health. He wiil continue to serve 
the company in a consulting ca- 
pacity. 


Wallace Joins Baker 


Clifford S. Wallace, in charge of 
public relations for the First 
Canadian Army during the war, 
has joined Baker Advertising 
Agency, Toronto. 


iiling our manufacturers 


and 


TO CATCH UP on replacements, Ameri- 
can railroads will need to buy 1,270 loco- 
motives and 70,000 freight cars annually 
the next five years. These, with passenger 
cars and other equipment, plus improve- 
ments to roadways and structures, will 
require the investment of 700 million dol- 
lars a year by the Class I roads. 


And this is just one unit in the vast busi- 
ness market. Whether you make steel rails 
or paper clips, your greatest sales possi- 
bilities lie among American business men. 
They can buy whatever you make. To con- 
tinue operations, they must buy, either 


from you or your competitors. 


...and 70,000 Freight Cars 


To make your products their first choice, 
you can put nearly a million sales messages 
in their hands each month by using just 
these four business magazines: Nation’s 
Business with 456,640; United States News 
with 204,927; Fortune with 188,918 and 
Business Week with 126,246. 


The total is 976,731. The cost is $6,585 
for full pages. The market justifies all the 
sales effort you can make. Don’t use less 
than these four fundamental executive 


magazines, 


NATION’S BUSINESS 
Washington eD C 
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Are You Looking 
for a 


TOP PUBLICITY 


MAN 
272 


Why get a man? Get an entire 
organization at no extra cost to 
you. We have specialized in pub- 
licity and public relations for 15 
years and have handled a diversi- 
fied group of clients, including 
fashions, food, beauty, trade 
associations, industries and per- 
sonalities. We have served the 
majority of our clients for 8 and 
9 consecutive years, which is 
concrete proof that we obtain 
continuous results. Moreover, we 
are willing to GUARANTEE 
publicity so you really have 
nothing to lose by trying our 
service. All we ask is a short 
trial campaign. Surely nothing 
could be fairer than that? Before 
you decide to engage an indivi- 
dual to handle your publicity or 
before you organize your own 
department, why not consult us? 
You are under no obligation to 
hear about our GUARANTEED 
plan. 


Write today to 


Box 6349, ADVERTISING AGE 
330 West 42nd Street 
New York 18, N. Y. 


THE ADVERTISING MARKET PLACE 


Advertising Age, December 24, 1945 


MISCELLANEOUS 


The rates for this departmént are as follows: “Help Wanted,” “Positions Wanted,” “Representatives Wanted,” 


and “Representatives Available,” 50 cents a line, minimum charge $2. 
spaces per line; light body face 34 per line. 
Wednesday noon preceding publication date. 


Figure bold face heads 25 letters and 
Box numbers add two lines. Terms cash with order. 
Display advertisements take card rates. 


Forms close 


POSITIONS WANTED 


Trade Representative wants one 
publication for New York area. 
Good space record, thorough cover- 
age. Ex-Navy photographer also 
handle news items and pictures. 
Box 7858, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


Advertising experience with outdoor 
and manufacturing concerns; lay- 
outs, copy, and ideas; competent, 
versatile, and diligent. Assistant to 
advertising manager preferred. 
Box 7863, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


COPYWRITER AVAILABLE 


Veteran Army Captain, 29 years old, 
anxious to establish permanent af- 
filiation with medium size or small 
agency outside Chicago. 


Experienced in writing for all 
medias; background includes mer- 
chandising; buying; selling; and 
supervision of layout, art and pro- 
duction. 
Box 7859, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


Graduate of N. Y. beige re Ad- 
vertising Course seeks position in 
any department of radi® station, ad- 
vertising agency, publication rep- 
resentatives, or in the advertising 
department of a magazine, news- 
paper or trade publication. Con- 
scientious, ambitious, energetic. 
Willing to start at very nominal 
salary in any advertising position 
with a future. Age 26. Now avail- 
able after 31 months in the Navy. 
Box 7864, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


A PHI BETA KAPPA MIND 
PLUS A SALES PERSONALITY 


College honor student now Army 
Major on terminal leave. Writing 
exp. in college and Army plus lots 
of practice handling men in difficult 
situations. Interested in copywrit- 
ing either for agency or ad dept. 
of company. Here’s an alert, ener- 
getic young man (26) with imagi- 
nation and lots of drive ready to 
start work for you. Married, 2 
children. Prefer N. Y. C. You name 
the salary! 
Box 7865, ADVERTISING AGE 


330 W. 42nd St., New York 18, N. Y. 


POSITIONS WANTED 


HELP WANTED 


SOUTH AMERICA 
Your South American inter- 
ests can be handled by ex- 
Navy officer who_ served 
three years in South Amer- 
ica, speaks Portuguese and 
Spanish fluently, pre-war 
exp. advertising, merchan- 
dising and magazine writ- 
ing. Reside in U. or 
South America. 
Box 7866, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


Production Manager—More than 12 


yrs. Magazine experience in lay- 
out, typography, engravings, etc. 
College Grad., 32, good _ corre- 
spondent. 


Box 7869, ADVERTISING AGE, 
330 W. 42nd St., New York 18, N. Y. 


FOR PUBLISHERS ONLY 
PLEASE 

Top flight publication advertising 
manager well known to sales and 
advertising executives in the East 
and West is moving to the Pacific 
Coast and plans to open Publish- 
er’s Representative Offices of his 
own in Los Angeles. 


With a broad and polished back- 
ground of successful advertising, 
space sales and merchandising ex- 
perience in most fields, he offers ex- 
clusive representation to an impor- 
tant publisher whose total net 
commission possibilities for the 
Coast are about $25,000 per annum. 


However, if the earning opportunity 
for your publication is less, it will 
pay you to investigate his post-war 
selling plans which include repre- 
senting four or five non-competitive 
publications whose combined com- 
missions will approach the above 


figure. 
Box 7870, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


HELP WANTED 


Advertising man with retail experi- 
ence, or male artist with good tech- 
nique in furniture illustration—to 
assume complete charge of adver- 
tising department for leading retail 
furniture store in big Ohio city. A 
well-paid job with fine possibilites 
for the right man. State qualifica- 
tions and salary desired. 

Box 7862, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


K FH- Wichita | 


CBS « 


WICHITA turns f 
... FROM PLANES 


Those who expected the Atomic Bomb to 
explode Wichita’s wartime boom will find 
it a dud. There’s new activity in Wichita— 
in addition to all the advantages that made 
this Kansas’ richest pre-war market. Agri- 
cultural implement firms are now moving 
in, at the crossroads of America. The Air- 
craft industry will still be busy and impor- 
tant in Wichita, but its peacetime ‘“‘slack” 
is fast being taken over by alert production 


KFA 


WICHITA 


Wichita is a Hooperated City 
5000 WATTS DAY AND NIGHT + 


$% 


AMERICA! 


rom war to peace... 
TO PLOWSHARES! 


minded and sales-conscious farm machin- 
ery manufacturers. 

Wichita’s oil, cattle and wheat markets 
are bigger today than ever before and on 
Sales Management’s rating of Selected Sales 
Cities—WICHITA IS STILL TOPS IN 


Speaking of Wichita’s activity—you can 
get real radio-activity for your sales mes- 
sage with that Selling Station, KFH. 


CALL ANY PETRY OFFICE 


ADVERTISING & PUBLISHING 
ALL TYPES OF POSITIONS 
Placement anywhere in the 

United States 
GEORGE WILLIAMS—Personnel 
209 S. State St., Har. 2063, Chicago 


Woman Assistant Advertising 
Manager 

For large national advertiser with 
offices in New York. Good salary to 
start and exceptional opportunity 
for advancement. Applicant prefer- 
ably should have production and 
copy experience and have written 
and placed publicity. Preference 
will be given to woman who has 
worked in advertising agency, pub- 
lication field or advertising depart- 
ment of large retail store. Please 
make application complete in first 
letter, giving education, age and 
experience. 

Box 7816, ADVERTISING AGE 
330.W. 42nd St., New York 18, N. Y. 


FRED J. MASTERSON 
Advertising & Publishing 
Personnel 
Placements of all types with lead- 
ing organizations. 


185 N. Wabash Ave., Chicago 


ASSISTANT ADVERTISING MAN- 
AGER—age 25-35, with good educa- 
tional background, to handle aver- 
tising department duties. catalogs, 
direct mail, etc. Will work directly 
under Sales Promotion and Advertis- 
ing Manager for old established in- 
dustrial manufacturer with national 
and international markets. Loca- 
tion—town of 18,000 in Northwestern 
Pennsylvania. Write giving age, 
education and experience. Adv. Dept., 


Dresser Manufacturing Division, 
Bradford. Pa. 
PRODUCTION MAN, who would 


like to get out of a rut and move 
to the Sunny Southwest, and who 
is capable of handling production 
characterized by wide variety in all 
processes might find just the spot 
in this long-established, alert and 
expanding agency with full recog- 
nition and capable staff. Write, 
wire or phone Ward Hicks, Adver- 
tising, Albuquerque, New Mexico. 


Art Director for advertising agency; 
National fashion experience essen- 
tial. Salary open. 

Box 7856, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y 


Salesman for publishers’ represen- 
tative. Train in N. Y., locate in an- 
other city. Give college record, war 
record, salary expected. 

Box 7860, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y 


Artist—Young man (or woman) to 
learn Art methods for Tint-O-Lith 
system of color reproduction by off- 
set. Must have enough experience 
to do good work in pen and ink. 
Creative ability unimportant. Most- 
ly layouts, pasteups, and separation 
overlays. Permanent. Good start- 
ing pay; excellent opportunity for 
advancement. Low’s, 223 W. Madison 
Street, Chicago. Phone Cent. 3621. 
Ask for S. J. Low. 


ADVERTISING SALESMAN 
Experienced in the industrial and 
trade publishing field, for Chicago 
and midwestern territory. Highly 
saleable magazine supported by ag- 
gressive promotional cooperation. 
Publication is excellent sales pro- 
ducer. A go-getter can turn this 
opportunity into heavy monthly 
billing. 

Box 7871, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


AGENCY PRODUCTION MAN 
Medium size nationally recognized 
Chicago agency offers excellent op- 
portunity to man to head depart- 
ment. Must have agency experi- 
ence, should be able to assist in art 
department—not finished art but 
paste-ups, typography, etc. Fine 
working conditions, good pay and 
future. Reply with full details of 
experience. 

Box 7873, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 


MISCELLANEOUS 


Newspaper and Printing Business 
Offered for Sale. Retirement of 
owner-editor of an eastern Massa- 
chusetts town newspaper creates 
real opportunity to purchase sound 
business. Paper has been a power- 
ful town influence for more than 
half a century, and its print shop 
is known for quality job work; fu- 
ture owner should be well endowed 
with judgment and intelligence. 
Will deal with principals only; no 
brokers or agents. 

Box 7851, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 


Have your survey taken in Harri 
burg, Pa., or Central Pennsylvanj; 
by capable, efficient, reliable, ex 
perienced research personnel. Nong 
too small nor too_large. Writ, 
EBERLE RESEARCH BUREAy 
1020 Girard Street, Harrisburg, p, 
or Phone Harrisburg 2-6861. 


We Need An 
Advertising Space 
Sales Director 


New, class national woman's 
magazine needs top-flight sales 
director. Must be hard-hitting, 
experienced, active and able to 
sell big space himself, also to 
organize and supervise com- 
plete sales and promotion de- 
partment. This is a glorious 
opportunity for the right man. 
$10,000 a year plus to start. 
Preference will be given to ap- 
plicant now holding similar po- 
sition in the class magazine field. 
All replies will be treated in 
strictest confidence. Write 
now! 


Box 6362, Advertising Age 


330 W. 42nd St. 
New York 18, N. Y. 


SALES 
MANAGER 
WANTED 


BY LONG-ESTABLISHED 
TEXTILE MANUFACTURER 
LOCATED UPSTATE NEW YORK 


A recognized leader in its field, highly 
successful in the production and merchan- 
dising of nationally advertised lines sold 
direct to men's wear and department 
stores, needs an experienced sales execu- 
tive capable of taking full responsibility 
for the steady growth of the firm's sales 
volume. 

Qualifications call for personal selling 
ability, knowledge of the men's wear re- 
tail trade, and successful experience in 
the direction of a sales force.. 
Preference is for a man between 35 and 
40. Good compensation to start, with 
later opportunity to share in the firm's 
oregsets in accordance with productive 
ability. 

Applicants should state age, marital 
status, education, names of former em- 
ployers and compensation earned, and 
reason for leaving. Photograph if avail- 
able. Address Box 6363, wee, Age, 


330 W. 42nd St., New York 18, N. 


NEEDED: 


ADVERTISING 
SALESMAN 


ie type man, 30 to 45 years of age, 
with enthusiasm, culture gg charac: 
ter, and proven sales abil ty. Splendid 
opportunity for man not afraid of work. 

ational magazine with over 200,000 
executive circulation (ABC). Territory 
in Middle West; Chicago headquarters 
preferred, but will consider Cleveland 
or Detroit for “home base."' Drawing 
account against commissions. 


State completely experience, age, ecu- 


cation, and earnings. All replies con- 
fidential. Write— 
Box 6360, Advertising Age 
100 E. Ohio St., Chicago II, Illinois 


FOR SALE! 

NEW INDUSTRIAL PUBLICATION 
WITH GREAT POTENTIAL! 
Box 7867, ADVERTISING AGE 

330 W. 42nd St., New York 18, N. Y. 


CONFIDENTIAL IDEA SERVICE 
Creative planning and copywriting. 
Box 7861, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


NAT. ADV. DRUGS “KNOW-HOW” 
MARKETS, SALES, PROMOTION 
T. J. Morrissey, 222 E. 56th St., NYC. 


RADIO COPY 
Free-lance. Script or Commercials. 
Original or written to formula. Top 
agcy. experience. 8 yrs. in radio. 

Box 7872, ADVERTISING AGE 


100 E. Ohio St., Chicago 11, Il. 


PROMOTION MANAGE 
FOR AIRLINE 


This isn't the job attached to a pot of 
gold at the end of a rainbow if a fe 
is thinking in inflated postwar terms. 5 
if he's the kind of enthusiast who can 
the grand opportunities for interes 
romotional work with a major airi 
e'll grab at this passing straw. We we 
a man with ideas. If he can write cc 
that's fine. If he can meet people ea: 
that's important. And if he knows how 
effect tieups and do those things ts! 


5% Zo 
ox~~22aeSt 


spell top promotion, he's the iy! a 
want. We can't pay more than $5,000 © 
start. But we're growing. So can “* 


Give us all the facts. 
Box 6361, Advertising Age 


330 W. 42nd St., New York 18, N. 
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Wheaties Comic 
Page Ad Attracts 
Heavy Readership 


New York, Dec. 19.—A new ad- 
vertising technique in the form of 
a musical continuity cartoon strip, 
tested for the first time in the 
Continuing Study of Newspaper 
Reading, won a place for Wheaties 
among the best-read ads in the 
study, the Advertising Research 
Foundation revealed this week. 

The latest report, No. 93 of the 
study series, covers advertisements 
in the Oct. 5 New Era, Lancaster, 
Pa. The Wheaties ad on the comic 
page was read by 38% of the. men 
and 33% of the women, placing it 
in ninth position in the groceries- 
foods classification. The Wheaties 
copy, as well as four local ads, 
polled a sufficiently high reader- 
ship to win places on the roster 
of the best-read ads in the con- 
tinuing study. 

Readership of all advertising in 
the 22-page Friday issue was well 
above average, the foundation re- 
ported. In one _ instance—male 
readership of classified advertising 
—it ranged as high as 16 per- 
centage points above the all-time 
median. 


Store Ads Rate High 


Attention given to department 
store advertising in the New Era 
rated it eighth high among men 
and sixth high among women for 
all studies to date. Two depart- 
ment store ads not only tied for 
ninth place among the best-read 
in their category, but also tied for 
llth place for all advertisements— 
national and local, including all 
in the 
studies to date. 

Wheaties ads of the humor type 
panel already hold second and 
third positions in the groceries- 
foods classification, it is pointed 
out. Readership of the musical 
continuity strip in the New Era, 
the study says, “compares most 
favorably with the initial reader- 
ship—16% of the men and 26% 
of the women—reported for the 
humor panel type in the Waukegan 
News-Sun (Study No, 64).” 

Listings of the best-read adver- 
tisements in the continuing study 
previously underwent a complete 
revision as a result of Study No. 
90, made of the June 4 Pittsburgh 
Post-Gazette. 


Kaufmann’s Ad Tops 


A new all-time high score for 
any single advertisement in all 
newspapers studied was scored by 
a full-page Kaufmann’s Depart- 
ment Store ad which attracted 
87% of the women and 17% of the 
men, This high reader traffic won 
the Kaufmann’s page the coveted 
No. 1 position among all ads. 

Gimbel’s Department Store ad 
ranked second (1,000-1,999 linage 
class) among all department store 
men’s wear ads studied. The ad 
ranked third in the same linage 
class for women’s readership. 

Tied for third place in the top 
10 department store ads was a 
full-page Horne’s display with 
85% women’s readership. An- 
other Horne’s ad in the same issue 
rated first in the 1,000-1,999 linage 
class among all department store 
basement ads with 63% women’s 
readership. 

Another record breaker was the 
Jonasson’s ad which won first 
place among all women’s clothing 
store ads in the 1,000-1,999 linage 
class with 75% women’s reader- 
ship. 

In the national field, copy for 
the American Radiator & Standard 
Sanitary Corporation, running 597 
lines, took eighth position in best 
advertisements for the household 
classification. 


Barr to Y&R 


Donald Barr, vice-president of 
Birds Eye- Snider, Inc., will join 
the Hollywood, Cal., staff od Young 
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Morton Retains Theme 


Morton Salt Company, Chicago, 
this winter will, for the fourth 
successive year, feature the taste 
appeal of grapefruit seasoned with 
salt, in its advertising, which will 
include color insertions in national 
magazines, 24-sheet posters, daily 
newspaper ads, spot radio and 
dealer display material. 


Aircraft Group Expands 
West Coast Functions 


Aircraft Industries Association 
of America has reorganized its 
western region office in Los An- 
geles to permit assumption of 
functions formerly performed by 
the Aircraft War Production Coun- 
cil. John K.-Boyle, previously as- 
sistant executive director of AIAA 
in Washington, has been appointed 
western region manager. The of- 
fice has also added a traffic de- 
partment, headed by W. G. O’Barr, 
formerly with North American 
Aviation, Inc. 

Other additions to the West 


Coast staff are Stewart J. Moulin, 
staff assistant, research and statis- 
tics service, and James H. Quick, 
staff assistant, public relations de- 
partment. AIAA plans to hold 
two aircraft shows, one in the East 
and one in the West, in October 
or November next year. 


Now Bixby Advertising 


The George R. Bixby Adver- 
tising Agency, Providence, R. L., 
which has changed its name to the 
Bixby Advertising Agency, is now 
located at 171 Westminster St. 
Mr. Bixby, previously sole owner 
of the business, is now in part- 
nership with James F. Hanaway, 
for 15 years associated with the 
Providence Journal. 


Joins Howard-Wesson 


Frank J. McArdle, recently re- 
signed as advertising and publica- 
tions director of Holtzer Cabot 
Company, Boston, has _ joined 
Howard-Wesson Company, Wor- 
cester, Mass., as copy director. 


Heads Norma-Hoffman 


Harold J. Ritter, who resigned 
from Norma-Hoffman Bearings 
Corporation, Stamford, Conn., in 
June, 1944, after serving with the 
company for 28 ‘years, has been 
elected president and treasurer 
and a member of the board of 
directors. He succeeds O. P Wil- 
son, who resigned. 


55 
Texas Dailies Meet 
Texas Newspaper Advertising 


Managers Association will meet 
Jan. 6-7 at Texas Hotel, Ft. Worth. 
A. C. Ater Jr., Temple Telegram, 
is president of the association. 
Sam Bloom, Dallas Times Herald, 
is vice- -president, and Homer Be- 
lew, Fort Worth Star-Telegram, is 
secretary. 


SALESMAN 


For advertising displays (cardboard, wood, etc.). Impera- 
tive that you have substantial top flight clientele of manu- 
facturers of nationally advertised products. 
zation outstanding in creative designing and construction. 
In position to render exceptional service on volume. State 
current yearly volume, whom representing, age, family 
status, availability. L. A. Sauer, Display Corp., 357 E. Erie 
Street, Milwaukee 2, Wisconsin. 


OR BROKER 


This organi- 
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HIGH-POWERED 


Pa's Prize Profession ... 
an able son. Countrywide, M.D.’s won... 
(where SF clusters) Agriculture beat Aesculapius hands down—Farmer got 

double the votes of Doctor, thrice the Engineer, four times as many as Lawyer. 


farmer... 


In the Dark Age before bulk rates, better service were 
available, Orie Irwin of Pleasant Hills, Ia., had only electric lights, 
radio, fan, toaster, waffle iron, vacuum cleaner, and 
refrigerator—electricity was a convenience, but not a farm 
production tool. Since the REA line came in *g9 . . . he 
completely rewired, bought an electric stoker, a 3 hp motor 
which elevated 37,000 bu. of grain for $2.77, an air compressor 
for inflating tractor and car tires, saving a 16 mile town trip... 
three 300 watt and a big 1,500 watt yard light yielding enough extra 
choring hours to pay the farm electric bill . . . an ironer and two electric i irons” 

. an electrically run water system, tool grinder, and water heater. The war halted 
equipment buying, but in 1946, the Irwins will buy several three hp motors, an electric mangle, portable 
electric sewing machine, and additional electric production equipment to cut chores, up efficiency, save 
hours, bring more income, profit and leisure. For a fresh grasp of power’s increasing role on the farm, read 

“Twenty-Five Power-Full Years,” December SuccessFuL FARMING. 


-_ 
* 


- 


U Botany head, and Ph.D. plant geneticist developed Clinton . . 
which outyields Tama nearly 15 bu. per acre; Boone, 161 bu.; 
Marion,17 bu.; Gopher, 27 bu., and Richland, 28% bu. . . 


. with 


stiffer straw, heavier grain, resistant to all known races of rust. 


Also... “We Made it a Family Church’. . 
. “The Farmer’s Washington” 


A nat’l survey asked farmers the advisable vocation for 


but in the Midwest 


new ideas on today’s greatest distribution opportunity . . 


. “Feed the Soil’. . 


. other mental stimulants... 


Brains Breeds Bu . . . The I.Q.’s of a USDA sr. pathologist, a sr. agronomist, ag prof., 
- a new oat 


.“‘Farm Outlook” — 


make 


December Successrut FARMING worthy of study by advertising men for fresh, 


. marketing 


merchandise to better farms—best represented by the million plus SF subscribers 
in the 13 agricultural Heart States, plus New York and Pennsylvania, with 

the biggest property investments, yields, cash incomes in the nation. Ask the 

SF man for all the facts! SuccessruL FarminGc, Des Moines, New York, Chicago, 

Atlanta, San Francisco, Los Angeles. 
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Garlick Named V.P. 


Walter Garlick Jr. has been ap- 
pointed vice-president in charge 
of sales of American Transformer 
Company, Newark. Other execu- 
tive changes announced are: 
A. A. Emlen, vice-president in 
charge of engineering, and W. R. 
Smith, works manager. 


Four Join ANA 


The Association of National Ad- 
vertisers has announced the elec- 
tion to membership of the Glidden 
Company, Cleveland; M & M Ld. 
Newark; the Mengel Company, 
Louisville, and Sherman Paper 
Products Corporation, Newton Up- 
per Falls, Mass. 
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Precision and balance make KCMO newscasters “tops” 


—precision in editing and presenting the news— balance 


that weighs accuracy and interest. 


For their job is news 


not views—news expertly evaluated from AP and UP wire 


service supplemented by reliable complete local coverage. 


That’s why these two names—James Coy and Jim Monroe 


are tops in spinning the news, and in making sales hum 


for sponsors. 


For availabilities on KCM 


O, Kansas City’s outstanding 


news station, contact your nearest John E. Pearson office. 


5000 
WATTS 


BASIC STATION 
AMERICAN Broadcasting Co. 


Represented by 
JOHN E. PEARSON 


CHICAGO -« 


NEW YORK e 
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BEAUTY, FUNCTION AND FORCE 


all 


Staze Denture 
Enters Net Radio 
with Weekly Show 


New York, Dec. 20.—For the 
first time in network radio, a 
denture adhesive has signed for a 
52-week weekly series, the com- 
pany being Popular Home Prod- 
ucts, Inc., and the product, Staze. 

Starting Jan. 19 on 191 stations 
of the American Broadcasting 
Company from Chicago in the 
period, 9:30-10 a.m., EST, Satur- 
day, formerly occupied by Tom 
Breneman’s “Breakfast Club” 
series, the program for Staze will 
be titled “Wake Up and Smile.” 
It will be audience participation, 
as was “Breakfast Club,” with 
Happy Hal O/’Halloran as m.c., 
Rex Maupin’s orchestra, and 
singers Boyce Smith and Kay 
Armin. 

Staze, handled by Raymond 
Spector Company, New York, 
since Aug. 1, also is promcted 
through spot announcements on 65 
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stations, and in ads of 2,700 news- 
papers from coast to coast. The 
account has grown to approxi- 
mately $1,000,000 annually in bill- 
ings. 

G-F Changes CBS Show 


On Jan. 7, General Foods Cor- 
poration, New York, will discon- 
tinue “Two on a Clue,” mystery 
series heard Monday through Fri- 
day, 2-2:15 p.m., EST, on 141 CBS 
stations, substituting “The Second 
Mrs. Burton,” at one time spon- 
sored on the Pacific Coast for G-F’s 
Maxwell House coffee. The pro- 
gram will be heard for La France, 
Satina, Post Toasties and Max- 
well House, with Young & Rubi- 
cam and Benton & Bowles the 
agencies in charge. 


Sponsors ABC Show 


Popular Home Products, New 
York, beginning Jan. 18, will spon- 
sor the last half hour of the musi- 
cal variety program, “Wake Up 
and Smile,” on the coast-to-coast 
American Broadcasting Company 
network, Saturdays, 8:30-9 p.m., 
CST. The show, which originates 


in Chicago, replaces the Saturday 
airing of “The Breakfast Club,” 
now on five days a week. Ray. 
mond Spector Company, New 
York, placed the 52-week contract, 


Mars Adds 41 Stations 


“Curtain Time,” sponsored op 
the American Broadcasting Com- 
pany network, Thursdays, 9-9: 39 
p.m., CST, by Mars, Inc., Chicago 
candy manufacturer, will add 4) 
additional stations for a total of 
106 on American effective Jan. 3, 
Grant Advertising, Inc., is the 
agency. 


Name Geces Publicher 


Paul Livingston Gross, for the 
past 12 years business manager 
of the Union-Star, Schenectady, 
N. Y., has been named publisher. 
James R. Doran, recently picture 
editor of the Chicago Sun and 
previously news editor of the 
Knickerbocker Press and News, 
Albany, has been appointed editor 
of the Union-Star. 

Lt. Comdr. Andrew P. Kellogg, 
USNR, will resume his prewar 
post of assistant treasurer and 
also will become business man- 
ager of the paper. 
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INNEAPOLIS 
MOLINE 


Rock I 
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Add together the productive strength of the International 
Harvester, Deere, Case and Minneapolis Moline plants 
in Moline-Rock Island, Illinois ... fortify this with over 


100 other diversified industries here, and you arrive at a 
total that spells a MAJOR MARKET .... well over 
115,000 in population... more than $40 million retail 
sales annually... worthy of a spot on your advertising 
schedule. And remember... 


The Argus and Dispatch are 
the ONLY daily newspapers pub- 
lished in the Rock Island-Moline 
zone, where nearly 60% of the 
Tri-Cities 200,000 people live. 
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DISPLAY GUILD designs eye-wise exhibits 
that tell your merchandise story with pre- 
ision and impact! 

Technical skill and constant inventiveness 
produce metal merchandisers, cabinets, 
stands and dispensers that help quicken 
the buying impulse. Let DISPLAY GUILD 
plan with you— now. 


Designers and Fabricators of Metal, Plastic and Wood Displays for Counter, Window and Floor - Business Exhibits 


aa 


DISPATCH 


NATIONAL REPRESENTATIVES 


MOLINE qd ROCK ISLAND 


ARGUS — 


ALLEN KLAPP COMPANY 
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Ted Patrick Joins 
Curtis to Explore 
Pictorial Field 


(Continued from Page 1) 


with James Yates, formerly art 
editor of The Saturday Evening 
post, will direct the exploratory 
work of the expansion dealing 
w th unusual presentation of pic- 
torial journalism. 

Only last week the publishing 
house told of plans to erect a large 
printing plant in Delaware County 
near here to accommodate Curtis’ 
expansion program, which in- 
cludes greater circulation for its 
present magazines and the launch- 
ing of Holiday, recreation monthly, 
in February. 


May Begin Within Year 


Mr. Fuller said that operations 
in the new plant may begin about 
a year from now, and that ulti- 
mately the company plans to 
“print and ship one of the Curtis 
publications, probably The Satur- 
day Evening: Post,’ through the 
plant. 

Mr. Patrick’s background lends 
particular credence to the rumor 
Curtis plans to bring out a maga- 
zine competitive with Life. Before 
his association with Compton, Mr. 
Patrick was with Young & Rubi- | 
cam for 16 years. During the war 
he served as chief of the graphic 
section of the OWI overseas 
branch, where he had charge of 
printed material used in all parts 
of the world. In that capacity he 
directed work on Victory, OWI’s 
professional-looking monthly pic- 
ture magazine for the Allied na- 
tions. 

He later went to England to help 
set up schools for training the 


personnel of the _ psychological 
warfare forces. In addition, Mr. 
Patrick has done _ considerable 


writing for newspapers and maga- 
zines. 


Study of Weeklies 
Is Authorized; 
Bureau to Expand 


New York, Dec. 19—A “Con- 
tinuing Study of Weekly News- 
papers” was authorized last week 
to be conducted by the Advertis- 
ing Research Foundation under a 
nine-member administrative com- 
mittee equally representing the 
Weekly Newspaper Bureau of the 
National Editorial Association, the 
Association of National Adver- 
tisers and the American Associa- 
tion of Advertising Agencies (AA, 
Dec. 3). 

Plans call for the study of six 
weekly newspapers during the first 
year in an attempt to bring some 
much-needed data into the con- 
fused and contradictory weekly 
newspaper field. The study will 
be preceded by a pilot survey to 
determine the most suitable type 
of field research procedure. 

William J. Oertel, acting direc- 
tor of the Weekly Newspaper Bu- 
reau, told AA that the Bureau is 
now seeking a fund of $50,000, of 
which it has raised $10,000 to date. 

“We are expanding the execu- 
live committee of the bureau to 
include publishers represented by 
Greater Weeklies and the Ameri- 


... ARE EFFECTIVE 


HARRY E. BURKE STUDIO 
230 E. OHIO ST... SUPERIOR 5994 
Chicago Ld bike Fs 


wil a ci las” 


can Press Association,” Mr. Oertel 
said. “Officers of the American 
Press Association have been in- 
vited to cooperate with the bu- 
reau’s program, or to simply dis- 
cuss cooperation, but as yet they 
have not accepted the invitation. 
However, it continues to stand as 
an open invitation.” 

Charles C. Carr, of the Alumi- 
num Company of America, will 
serve as chairman of the commit- 
tee managing the ARF study. Com- 
mittee members are: Ed M. An- 
derson, Times, Brevard, N. C.; 


P. G. Stromberg, Times, Ellicott 
City, Md.; Bernard Esters, Pioneer 
Times, Houlton, Me.; Gordon Phil- 
pott, Ralston Purina Company; 
Joseph Bohan, Centaur Company, 
division of Sterling Drug, Inc.; 
E. F. Wilson, McCann-Erickson; 
Kirk Greiner, Young & Rubicam, 
and J. J. Hartigan, Campbell- 
Ewald Company. 


Thomas Leaves Grey 

Earl G. Thomas, radio director 
of Grey Advertising Agency, New 
York, is resigning to devote full 


time to the promotion, develop- 
ment and merchandising of a local 
sponsor participation series to be 
available to radio stations na- 
tionally on a franchise basis. An- 
nouncement of the program for 
stations and advertisers will be 
made in business papers. 


Two Name Remington 


Fuller Brush Company, Hart- 
ford, Conn., and Wonder Window 
Company, Fitchburg, Mass., have 
named William B. Remington, Inc., 
Springfield, Mass., to handle their 
advertising. 
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Appoints Klingensmith 

Massillon-Cleveland-Akron Sign 
Company, Massillon, O., maker of 
metal signs, banners and posters, 
has appointed the H. M. Klingen- 
smith Company, Canton, O., as its 
advertising agency. 


To Guenther-Bradford 


Panther Oil & Grease Mfg. Com- 
pany, Fort Worth, Tex., and 
Southwestern Petroleum Com- 
pany, Fort Worth, have named 
Guenther - Bradford & Co., Chi- 
cago, to handle their advertising. 


MILLION 


Secrets million circulation—passed with the September issue—was reached by 


steady, consistent growth—averaging an additional 100,000 copies annually—ever 


since its inception. Only three magazines inaugurated within the past ten years sell 


a million or more copies on the newsstands today. 


SECRETS million monthly sale is the result of its well-defined editorial concept appeal- 


ing to the ambitious and progressive young married women of the middle class. This 


policy of dramatizing self-improvement has encircled a market which tops the field 


in three important aspects. SECRETS has the highest concentration — 83.9°/, — of 


readers between 18 and 35; the highest percentage — 82.3°/, — of married readers; 


and again the highest concentration — 72°, — of young mothers. 


Here is a million young women who desire and intend to improve themselves, their 


families, and homes. They are the Great Consumers who are peak purchasers of house- 


hold, beauty, drug, and many other products. Let us give you complete surveyed detail 


on this market. 


Sct 


“The Magazine of Dramatized Self-Improvement’ 


67 West 44th Street 
New York 18,N. ¥. 


100 North LaSalle St 
Chicago 2, Illinois 


403 West 8th Street 
los Angeles 14, Calif 
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U. S. Anti-Trust 
Television Suit 


Hits Paramount 


New York, Dec. 18.—The De- 
partment of Justice filed an anti- 
trust suit here today charging five 
companies and three individuals, 
including Paramount Pictures, 
Inc., with conspiracy to control 
manufacture and restrict sales of 
“two revolutionary television sys- 
tems” making possible projection 
of television pictures the size of 
motion-picture screens. 


The other defendants are Tele- 
vision Productions, Inc., owned by 
Paramount; General Precision 
Equipment Corporation, maker of 
motion picture equipment; Sco- 
phony Corporation of America, 
holder of British patent rights; 
Scophony Ltd. of London, which 
makes and sells television equip- 
ment; Paul Raiborn, head of Tele- 
vision Productions; Earle G. Hines, 
head of General Precision, and Ar- 
thur Levey of the two Scophony 
companies. 

The government alleges that the 
Scophony companies entered into 
a contract dividing the world into 


two fields—the eastern and west- 
ern hemispheres—for manufacture 
and sale of the “Supersonic” and 
“Skiatron” inventions; that Tele- 
vision Productions and General 
Precision, enjoying Scophony pat- 
ent rights, refused to develop the 
patents or promote sales of the 
inventions, and that Television 
Productions acted on behalf of 
Paramount. 


Moves Chicago Office 


Rapid Electrotype Company, 
Cincinnati, has moved its Chicago 
office to 333 N. Michigan Ave., 
Chicago 1. 


A PROSPEROUS, 
ACTIVE MARKET 
OF OVER 200,000 wh- 


1. Retail Sales Exceeding $100,000,000 
2. Bank Deposits Of More Than $151,000,000 
3. Diversified Industries For Prosperity After 


Final Victory. 


memember The Times-Democrat are essential if you don’t want 


to miss the largest and wealthiest of the Tri-Cities and the shopping 
heart of the entire trading area. Remember, too, that only the Times- 
Democrat have substantial home-delivered circulation in all three 
cities and the surrounding rural areas of both Iowa and Illinois. Last 
year advertisers bought 8,078,126 sales-producing lines in The Times- 


Democrat. Figures like this mean something! 


iLL. 


ROCK ISLAND, 
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Airlines Expand 


Advertising Plans 
Sharply for 1946 


(Continued from Page 1) 


Charles A. Stevens Jr. is adver- 
tising manager. Campbell-Ewald 
Company, New York, is agency 
for American Export Airlines. 
United Air Lines, Chicago, is 
planning expansion, said R. E. 
Johnson, advertising and publicity 
director, but its extent “cannot at 
this time be forecast.” Basically, 
the program, through N. W. Ayer 
& Son, will be similar to that for 
1945: “A strong newspaper ad- 
vertising schedule in on-line cities 
and key off-line points, four-color 
advertising in national magazines,” 
outdoor and direct mail. 
Transcontinental & Western Air, 
on the other hand, probably will 
not expand its advertising, through 


Arthur Kudner, Inc. Copy wil) 
emphasize TWA’s new routes to 
Europe, the Middle East ang 
southern Asia. Magazines and 
newspapers will be used as for- 
merly. Plans of Pan-American 
Airways, through J. Walter 
Thompson Company, have not 
been determined. 

Pennsylvania-Central Airlines, 
Washington, probably will boost 
its budget at least $100,000 to 
$300,000 for 1946, “as new planes 
permit us to reach out not only 
in vast travel markets but to 
stimulate the first season of recre- 
ational travel in some five years,” 
said Ray Bell, public relations 
director. PCA has booked regular 
insertions in Newsweek, The New 
Yorker, The Saturday Evening 
Post and Time, supplemented by 
its first business paper Campaign 
in recent years. A more intensive 
schedule in cn-line newspapers 
also is planned, 


Has $200,000 Budget 
Chicago and Southern Air Lines, 


Memphis, which recently trans- 
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HERE ARE FOUR 
REASONS WHY... 


Houston merchants 
(who could check 
results!) discovered 
they got a far 
greater return on 
advertising dollars 
spent in the Post. 


Only Houston pa- 
per carrying a com- 
plete market page 
and offering both 
Associated Press 
and United Press 


Houston Post car- 
ries 25 of the most 
popular comic strips 
in America. 


The Houston Post * 
is known as a fam- 
ily-read newspaper 
... 94.6% door de- 
livered or mailed. 


ILL. 


HOUSTON RICH MARKET 


Houston is a rich, expanding mar- 
ket of unusual opportunity for the 


._. . and HOUSTON POST Leads 
Nation in Retail Food Lineage! 


iis NEWSPAPER 
CARRIES MORE RETAIL 
FOOD ADVERTISING 
THAN ANY OTHER 
NEWSPAPER 


IN 
AMERICH> 


rt HOUSTON Fw 

. = yy All Farbeo 

news dispatches. 08 
Eisenbower 


Earth 
Urges 
ws 


— 
aoe 


alert advertiser . . . over 1,000,000 

customers with $260,000,000 to spend livere® 
yearly. The Post has proved itself as r D L 

the best medium for reaching this poo 4 | 

great market. Try The Post ... and Mat e 

you, too, will find that you get the r 


most from The Houston Post. 


Represented by Burke, Kuipers, & Mahoney, Ine. 


THE HOUSTON POST 


First in the Texas Morning Field 
in City and Suburban Circulation 
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erred its account to Batten, Bar- 
on, Durstine & Osborn, Chicago, 
j]] increase advertising expendi- 
ures $75,000 from $125,000 to 
6900,000, in 1946, reported George 
. Bounds, advertising and pub- 
icity director. BBDO has recom- 

ended a $54,000 increase in 
ewspaper space, employing 

‘pread and butter” copy on sched- 
les and fares; pictorial news 
tyle institutional ads, and 1,000- 
line insertions on announcement 
of new planes, new routes and 
service to new cities. C&S is ex- 
panding in car cards in Chicago 
and will test radio for the first 
ime in Detroit early in 1946. Out- 
door posters, business papers and 
direct mail also are used. 

Braniff Airways, Dallas, will 
poost its expenditure about 25%, 
said Paul D. Niles, sales promo- 
tion manager. The magazine 
schedule will include additional 
space in Collier’s and The Satur- 
day Evening Post. Publications in 
the aviation, banking, oil, pub- 
lishing and sales management 
fields are being added. The cam- 
paign, through R. J. Potts-Calkins 


& Holden, Kansas City, will pro- 
mote the system’s “nine - state 
area,” both for its own industrial 
opportunities and as a gateway to 
and from Latin America. 


Delta Increases Funds 


Delta Air Lines, Atlanta, will 
expand about $75,000 to $200,000, 
using national news weeklies and 
newspapers in 25 on-line cities, 
reported James H. Cobb Jr., ad- 
vertising manager. The expansion 
s “largely due to inauguration of 
the company’s new route between 
Chicago and Miami, which opened 


Dec. 1.” Burke Dowling Adams, 
Inc., Montclair, N. J., is the 
agency. 


An increase of about 50%, to 
$316,000, is reported by T. W. 
Cate, advertising manager of 
Western Air Lines, Los Angeles. 
Media will consist principally of 
newspapers, outdoor, radio, na- 
tional magazines, business papers 
and direct mail. Western will 
promote, through West-Marquis 
Inc., four-engine equipment, 
with a 400% increase in seats 
available; the ‘“‘nation’s oldest air- 
line’—20 years old next April 
17—and services to national parks 
and scenic areas. 

Colonial Airlines, New York, 
probably will expand, percentage- 
wise, more than any other—boost- 
ing its expenditure from about 
$10,000 in 1945 to $50,000 in 1946, 
said John K. L. Peterson, pub- 
licity director. Newspapers, radio 
and direct mail are being planned. 
Posters will promote the skiing 
season. New routes between New 
York and Ottawa, and Washing- 
ton and Ottawa, will be opened 
soon, Platt-Forbes, Inc., is the 
agency. 

The budget of Continental Air 
Lines, Denver, for ’46 is expected 
to exceed $100,000—for newspa- 
pers, radio spots, direct mail, 
booklets and sales aids and dis- 
Plays. This total is about 40% 
higher than for ’45, and the bud- 
get may considerably exceed 
$100,000 should the airline be 
granted new routes. 

Continental’s mewspaper ads, 
which for the most part consist of 


small-space insertions in on-line | 


cities, have constituted the back- 
bone of its promotion for several 


aE 
A Bit of Paris in New York” 
Se 
hes 
¢ Eu. 1906 


‘FRENCH RESTAURANT 
REAL FRENCH CUISINE 
LUNCHEON From $1.50 
DINNER From $2.00 
Famous French Candies 


15 EAST 52d ST. ~ 
—~ | 


years. During the past year, Con- 
tifental has experimented ex- 
tensively with radio spots and ex- 
pects to step up its use of this me- 
dium. The company may also 
begin advertising in national 
magazines if new routes are 
granted to it. The line’s promo- 
tion will stress its service to many 
scenic vacation spots in the Rock- 
ies. Galen E. Broyles Company 
is the agency. 

Several companies — including 
Eastern, Mid-Continent and 
Northwest—were unable to pro- 
vide specific information at this 
time. 


BRANIFF BEGINS 
CARGO PROMOTION 


Kansas City, Mo., Dec. 19.—One 
of the first airlines to begin ad- 


vertising cargo service, Braniff 
Airways has run insertions in 
newspapers in 28 on-line cities 
on its daily cargo service between 
Texas and Chicago, Memphis and 
Denver. In addition, the line has 
started running ads monthly in 
Air Transportation, American Ex- 
porter, Distribution Age, Export 
Trade and Shipper, Shipping Man- 
agement and Traffic World. 

Braniff has announced in the 
ads that its bill of lading and 
freight bill are combined into one 
simplified shipping document and 
that tariffs provide for both pick- 
up and delivery and airport-to- 
airport rates. It plans to reduce 
cargo rates between Texas points 
and Mexico City Jan. 10. 

Most of the nation’s major air- 
lines, it is believed, will await ad- 


dition of new planes next spring 
before launching campaigns on 
their cargo operations. 


Chicago Papers Delayed 


Late editions of the Chicago 
Daily News and Herald-American 
were delayed in getting to news- 
stands Dec. 13 when members of 
the Mailers Union in the news- 
paper plants temporarily refused 
to work during wage negotiations 
with the papers. Union members 
cago voted Dec. 23 on a proposed 
settlement of the dispute. 


Names Hirshon-Gartield 


National Mfg. Corporation, New 
York, affiliate of Doehler Metal 
Furniture Company, has named 
Hirshon-Garfield, Inc., New York, 
to handle the new line of kitchen 
and dinette furniture. 


59 
Buda Ups Cohenour 


Howard H. Cohenour has been 
appointed advertising and sales 
promotion manager of the Buda 
Company, Harvey, Ill. Formerly 
in charge of Buda advertising for 
five years, Mr. Cohenour for the 
past two years served in the com- 
pany’s parts department as man- 
ager. John O’Dea, formerly with 
Russell T. Gray, Chicago agency, 
—_ joined Buda’s advertising 
staff. 


Peggy Sage Sues Revlon 


Peggy Sage, Inc., New York, 
has brought suit against Revlon 
Products Corporation, New York, 
alleging infringement of its “Mad 
Apple” trademark. The complaint 
alleges that the use of “Fatal 
Apple” by Revlon has resulted in 
confusion in the trade. An injunc- 
tion and accounting is asked. 


MISS POLLY POWELL 


art school, I am chiefly 


page. I guess everybody 


easy to read. It’s a swell 
paper.” 


MISS JOAN M. LeROY 


sensationalism. The 


happenings 
circles.” 


MISS ANN REAGAN 


No. 53 


of The 


of a 


New York 


“Being a student and attending 
ested in The Sun’s excellent art 


‘Hi’ Phillips. I think he is origi- 
nal and idealistic. The theater 
column is very informative and 


“T read The Sun every day. 
I like the entire paper, par- 
ticularly because it pre- 
sents the news clearly — 
without eng ig, Be 
ook 


corner and David Law- 
rence have special appeal 
for me. The Society Page 
keeps me well-informed of 
in social 


“I always read the editorial 
page. It’s a liberal education on 
things I feel I should know. The 
puzzle page helps me build up 
my vocabulary. I also like The 
Sun because it carries | the ads 
of all the better stores.” 


series highlighting 


inter- 


reads 


news- 


the acceptance 


Sun among responsible people. 


MISS CYNTHIA CANNON 


“It is hard to analyze something 
you have been accustomed to all 
your life. Basically I like The 
Sun because it brings the news 
in concise form and it’s easy to 
find. I like ‘Hi’ Phillips’ wonder- 
ful sense of humor. The theater 
and movie pages have good re- 
views and I never miss ‘Bobby 
Sox’ on the comic page.” 


amonc DEB JU 


TANTES 


Art, books, the theater, fashions, news, edito- 
rials, and the "funnies" are just a few of the 


reasons these fashionable 


young ladies find 


The Sun good reading for modern living. The 
Sun is proud to have among its most ardent 
boosters the younger people . . . for they 
are the leaders and creators of tomorrow. 


Yes, The Sun registers with 


for it is truly the "family" 


people of all ages 
newspaper, and 


according to independent research of the 


L. M. Clark organization, 


“one of America’s 


best read metropolitan dailies.” 


MW, 


Che sir 


Represented in Chica 
Los Angeles by Wi 


MISS JUDY WALKER 


“IT read The Sun every night 
and like it very much. Al- 
though I am pretty busy at 
school I like to read all the 
news ; Sokolsky to get his 
opinion, and ‘Hi’ Phillips be- 
cause he is very amusing. I 
think The Sun’s fashion page 
is also very good.” 
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Major Newspapers 
Plan fo Sign 
for ‘Network’ 


(Continued from Page 2) 
capable of commanding the at- 
tention and respect not only of im- 
portant advertising executives but 
also of the operating executives 
of manufacturers.” An executive 
director of ANAN is now being 
sought, at a reported salary of 
$50,000 ‘annually. 


15-Year Study Made 


The book’ also urged a high 
standard of research and sales 
presentations. 


One-third of the main volume is | 


devoted to analysis of “how ad- 
vertisers have spent their adver- 
tising dollars.” While total esti- 
mated advertising volume in all 


media in 1944 was $2,270,000,000, 
or not far from its all-time peak 
of $2,590,000,000 in 1929, and both 
Magazines and radio (including 
spot and regional) set new high 
marks, respectively of $285,000,000 
and $460,000,000, the newspaper 
| volume was $645,000,000, or $238,- 
000,000 less than it was in 1929. 

In national advertising in 1929, 
newspapers, with $252,600,000, 
were about $67,000,000 ahead of 
magazines, and network radio was 
just starting. In 1944, gross radio 
time billings, less spot billings, had 
reached $291,000,000; magazines 
(less farm papers) had moved up 
to $254,000,000, Sunday magazines 
(The American Weekly and This 
Week only) had nearly $21,000,- 
000, but newspapers were down to 
$161,500,000. 


How Increases Were Made 


All of the net increase of the 
|four media, from $468,700,000 to 
$727,600,000 between 1929 and 
1944, came between 1940 and 1944, 
inclusive. Of this $259,000,000 


gain, network radio took $139,- 
000,000; magazines, $98,000,000; 
newspapers, $12,000,000, and Sun- 
day magazines, almost $10,000,- 
000. 

For 15 years the expenditures 
of the 100 leaders have repre- 
sented about half of all national 
advertising in newspapers, net- 
work radio and magazines. In 
1943 this percentage was 47. The 
100 leaders then represented 83% 
of the volume of network radio, 
44% of magazines, and 38% of 
newspapers—a decline of 21% in 
newspapers since 1933. 


Opinions Checked 


Charts by elassifications and by 
expenditures of individual major 
advertisers emphasize the trend 
from newspapers to magazines and 
network radio. 

The study then summarizes the 
opinions of advertising agency ex- 
ecutives on the strong and weak 
points in the sales arguments for 
Magazines, network radio, Sun- 
day magazines and newspapers. 

Magazines are criticized by the 


Edgar Thomson was once asked what it 
would cost to build 137 miles of railroad. 


After a brief calculation, he 


the cost at $4,000,000. Actual cost was 
within $10,000 of his estimate. 

Chief engineer of the Pennsylvania 
Railroad at 39, president at 44, 
engineer, financier and industrial empire 


builder helped make Pittsburgh a key 


the 


railway network. 


spot in nation’s vast 

Today, as during the war, 
Pittsburgh's railways and 
rivers are carfying to 


America and the world a 


EDGAR THOMSON 


1808 - 1884 


Engineer, Financier, 


record volume 


estimated 


this great 


Empire Builder 


of aluminum, steel, coal, 


electrical, oil, paint, glass and food prod- 
ucts. Production, employment and pay- 
rolls continue at high levels. 


When you sell to the Pittsburgh market, 
sixth largest in the country, don’t forget 
that The Press, the No. 1 newspaper in 
Pittsburgh, is read by 69% of the families 
in this metropolitan area. 


The Pittsburgh Press 


Represented by the National Advertising 
epartment, Scripps-Howard News- 
papers, 230 Park Avenue, New York City. 
Offices in Chicago, Detroit, Memphis, 
Philadelphia and San Francisco. 


In Pittsburgh 

In Daily Circulation 

In Classified Advertising 
In Retail Advertising 

In General Advertising 
in Total Advertising 


Vo. 
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agency men for “pyramiding du- 
plication when several are used 
to obtain wide numerical cover- 
age; of being slow in producing 
sales reaction; inflexible as to 
timing and localization; having 
over-developed circulation in mar- 
kets with low purchasing power, 
and higher cost-per-thousand than 
newspapers.” 


Discusses Media Weaknesses 


A primary weakness of radio 
networks and stations is claimed to 
be that they “sell time only” and 
“have no stated circulation.” Also, 
“the size of their audience and 
the extent of sponsor identifica- 
tion depend entirely upon the skill 
of the advertiser and his agents 
as showmen.” Radio effectiveness 
is said also to be limited by num- 
ber of sets in use at any par- 
ticular time, popularity of com- 
peting shows, the difficulty of en- 
tertaining and still registering a 
sales message, the “limited number 
of time spots affording high rate 
of listening” and the large invest- 


ment required to build a profitab) 
audience. 

Newspapers, however, the repor 
shows, have their own “weak 
nesses”—among them, “absence of 
adequate organized facts” aboy 
their markets, readers and reader 
ship “on which to base a nationg 
newspaper list; wide variation j)| 
position and quality of reproduc. 
tion; best positions preempted by 
local advertisers; short life”; dis. 
tribution inequalities outside pub. 
lication city; local-national rate 
differentials. 


Detailed Study of Radio 


As for the Sunday magazines, 
they are said to be “used chiefly 
as supplementary media”; are “not 
national in coverage”; are “spotty 
in distribution”; have “lower read- 
ership than news sections,” and 
“higher cost than representative 
Sunday newspapers bought as in- 
dividual publications.” 

Twenty pages then “appraise 
radio as a national medium.” The 
cost of identified listener homes 
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FIBREBOARD’S SLO 


The Brisacher-created line, 
“It’s the way your goods 
ARRIVE that counts!” has key- 
noted Fibreboard Products 
advertising for the past fifteen 
years. It is more than a mere 
advertising phrase...it has be- 
come the cornerstone of Fibre- 
board selling in a highly com- 
titive field. 

Fibreboard Products, Inc., is 
one of America’s largest man- 
ufacturers of shipping cases, 
cartons, and other containers. 
Its advertising is logically con- 
centrated in trade publications 
and exemplifies our ability and 
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desire to create advertising fc 
technical, as well as gener: 
products. 

The gamble of Tomorro 
can be transposed into a prove 
= of accomplishment 

OW—while the war still goe 
on. If you are not building 
broader base for your produc 
today, your sales are apt to 
flect this omission tomorro 
If you are only marking tim 
with your advertising dollars 
our market-sampling operé 
tion could convert them int 
acorns that will w into to 
morrow’s accomplishment. 
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MAIN OFFICES 


San Francisco « Los Angeles * New York 
RADIO HEADQUARTERS 


Hollywood 
SERVICE OFFICES 


Portland « Seattle « Chicago * London, England 
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ber 24, 194 
1) network shows—time and talent 
& profitablg ncluded—was found to range from 


bk? to $55 per thousand. In four 

:, the repor ompetitive shows, Thursday, 9 
iy Weak, 9:30 p.m., the report says, Bing 

absence: fEcrosby (NBC) got listeners at 
acts” abouifks91 per thousand; the Reader’s 
and readerfyiccst on ABC, $24.63 per thou- 
© a nationalfl..nd; Major Bowes on CBS, $23.70, 
variation jy and Gabriel Heatter on Mutual, 
f reproduc. 66 55. 
eempted by 
t life”; dis Costs Developed 
jutside pub-§ Cost per thousand of the central 
tional rate group of newspapers, as shown 


in a report on four typical counties, 
are estimated at 75 cents, Sunday, 
for 600 lines, and 90 cents, daily. 
On a national list, it is pointed 
out, 186 Sunday newspapers can 
provide 1,000 readers for $1.08 
and 206 daily newspapers, for 
$1.31. 

The plan emphasizes “selection 
of markets and selection of news- 
papers” in both primary, and sec- 
ondary areas to provide greatest 
market potentialities at least cost. 
In the central group are 60.7% 
of the nation’s families, who rep- 
resent 66.2% of the nation’s re- 
tail sales volume. 

“Almost 80% of the national 
market is concentrated in only 
318” of the 3,071 counties in the 
country. Of these “key” counties, 
197 are in the eentral region. The 
central group would “provide 
maximum coverage of these 197 
key counties with the minimum 
number of daily and Sunday news- 
papers; distribute this circulation 
as nearly as possible in relation to 


' Radio 


Magazines, 
used chiefly 
a”; are “not 
are “spotty 
lower read- 
tions,” and 
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quantity so that newspapers can 
compete favorably with maga- 
zines and network radio.” 


206 Papers on List 


Agency principals agreed that 
“minimum effective coverage” was 
between 20 and 25%. To achieve 
this in all 197 key counties it was 
recommended that 32 Sunday and 
93 daily newspapers be added to 
the “basic” central group list. 

The basic New England group, 
as recommended, would consist of 
eight daily and six Sunday papers; 
the basic Pacific, five daily and 
five Sunday; Southeast, 12 and 
12; Southwest, eight and eight, 
and Mountain, 11 and 11. Each of 
these groups also will have sup- 
plementary papers. The Pacific 
group already has eight dailies. 


AL 


ertisingfo§ The nation thus would be 
as gener: “covered” by 206 daily and 136 
Sunday papers (out of the total of 
1,759 daily and 481 Sunday) with 
eels combined circulation of 20,365,278 
i Ratteed and combined line rate of $44.52. 
Of this the national basic list 
ar still goe would provide 12,981,258 circula- 
building tion at a combined line rate of 
ur produdis)? 62, and the central group basic 
e apt to r@flist, 8,456,101, at $12.65. 
er tee Discounts Are Planned 
i 
ng Gollan Advertisers must sign for 13- 
A overs week periods, and wil! earn dis- 
ing tp counts on number of weeks, linage, 
them imtGend dollar volume. The size and 
ow into (@nature of the discounts have not 
ishment. been definitely determined. The 


study analyzes the discounts as 
offered by the four coast-to-coast 
radio networks and by newspaper 
supplements, and points out: 

. . . it is not unlikely that an | 
axiom of the manufacturing busi- | 
applies also to the news- 
Paper publishing business. This 
is... that a manufacturer’s profit 


ness 


Photostot divisions 
540 N. MICHIGAN AVE. 
185 N. WABASH AVE 

410 N. MICHIGAN AVE 
111 E. DELAWARE PL 


Photography 540 N. MICHIGAN AVE. 
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sales opportunity, and in sufficient | 


4dvertising Age, December 24, 1945 


comes from the last 15% of his 
sales. 

“Of one thing every publisher 
may be sure: If the use of dis- 
counts does not result in increased 
linage for his newspaper, then dis- 
counts will have cost him nothing. 
If discounts do produce new and 
substantially increased advertis- 
ing patronage, ... publishers can 
afford to pay these discounts out 
of their added profits.” 


Heads New Company 


Paul Miller, who recently re- 
signed from International Cellu- 
cotton Products Company, has 
been named president of Golden 
Fleece Company, division of Fed- 
erated Mills, Bancroft, Mass. The 
company was organized to market 
branded tissue. Associated with 
Mr. Miller is Joseph Englander. 


WALTER J. NEFF 
East Otis, Mass., Dec. 20.— 
Walter J. Neff, 53, who retired 


Nov. 1 as president of Neff-Rogow 
Company, New York radio adver- 
tising agency, died Dec. 9 of a 
heart attack at his home here. Mr. 
Neff was formerly with WOR, New 
York, as announcer, program de- 
partment executive and general 
sales manager, successively. He 
sold out his interests in the agency, 
formed about 12 years ago, to 
William Rogow, vice-president. 


FRED A. LITTLE 

Des Moines, Ia., Dec. 18.— 
Fred A. Little, 52, vice-president 
of the Des Moines Register & 
Tribune Company, died here Dec. 
12 after an attack of influenza. 
He had recently returned from the 


Army, in which he served as a 
lieutenant colonel. Mr. Little be- 
came general counsel for the com- 
pany in 1930 and was advanced 
to vice-president in 1943. 


CHARLES J. EVANS 

Houston, Tex., Dec. 18.—Charles 
J. Evans, 43, advertising manager 
of the Houston Press for the past 
10 years, died suddenly today. He 
was formerly with the Times- 
Herald, Dallas. — 


EARL G. GULICK 

New York, Dec. 18.—Earl Gil- 
bert Gulick, 57, vice-president-of 
Outdoor Advertising Incorporated, 
died Dec. 6. Mr. Gulick entered 
the advertising business some 25 
years ago, serving with the Hearst 
Newspapers, Poster Advertising 


beard of directors. 


61 


Company, Outdoor Advertising 
Agency, General Outdoor Adver- 
tising Company and OAI. He 
joined the latter in 1931, handling 
the General Motors’ account. 


Lewis to K&E Board. 
William B. Lewis, vice-president 
and radio director of Kenyon & 
Eckhardt, New York, and with 
the agency since October, 1944, 
has been elected a member of the 


Koru Appoints Harrison 


Koru Sportswear Corporation, 
New York, has appointed Lester 
Harrison, Inc., to handle a fashion 
and service magazine advertising 
campaign for Koru sweaters, sup- 
plemented by point-of-sale and 
newspaper advertising service for 
stores. 
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pil strike 


Oil management men expect ...and get... this 
complete coverage in NPN 52 weeks in the year. 
This accounts for the high readership...and the 
opportunity for NPN advertisers to reach the best- 
informed group of oil management men... the 
men who control the oil industry’s fast-moving 


. “if it’s news of the 
petroleum industry, it’s certain to be in NPN!” 


NATIONAL PETROLFUM NEWS 
1213 West Third St., Cleveland 13, Ohio 


prepared | Small CIO Minority Ble 


Strikes Spread During Conciliation Meetings; _ 
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The oil strikes were the biggest oil news of 1945... 
and NPN carried the complete story. Five times as 
much strike news was published in NPN as in the 
next two oil industry papers combined. 

For thousands of oil industry men, NPN’s first- 
hand reports of the strikes in plants from New 
York State to the Gulf and the Pacific Coast were 
their one complete source of what was happening. 
For these oil management men, NPN reported in 
full the negotiations in Texas, California, Chicago 
and Washington, the procedure to be followed in 
plant seizures by the Navy, and the full statement 
of the union officials, the oil companies and the 


»+-SO it’s complete 
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Painted for McCall's by Francis Criss 


SHE fills it with hopes 


The making of the chest is man’s work but 
the making of the home is woman’s...and 
the hope chest has ever been a symbol of 
what that home is to be. She fills it not only 
with the tangible expressions of the home 
—fine linens and shining silver—but with 
faith and love and dreams. 

Naturally, this difference in interests 


and responsibilities between men and 


women creates a difference in ways of 


thinking and in reading interests, too! 


McCall’s Thinks 
The Way Women Think 


It is no accident that the women in 
3.500.000 homes read MecCall’s. It is the 
direct result of this magazine’s ability to 


think the way women think. Today, as life 


returns to the ways of peace and the home 
assumes a greater and more immediate 
significance, you will find your best in- 
formed and most understanding customer 


the woman who reads McCall’s. 
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Advertising Age, December 24, 1945 


PHOTOGRAPHIC REVIEW 


CONSOLIDATED EDISON COMPANY OF NEW YORK, INC. 


FOR IMPROVED LIGHTING—Consolidated Edison Co. of New York has begun 

an intensive campaign for improvéd lighting in homes, stores and factories to 

"help chase the ¢rime wave" and "relieve the housing shortage by making every 

bit of valuable space usable." This outdoor poster is being used, along with 
= newspaper ads, direct mail and displays. 
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CLEVELAND 2 OMF0 


SINGLE-PURPOSE—American Greeting Publishers, Inc., Cleveland, used pages 

such as this one, and half pages in a list of national magazines to push the 

sale of specific cards made only by this company. The Christmas series was 

backed by extensive dealer tie-in material, including new window displays for 

use when each particular ad appeared. Fuller & Smith & Ross, Cleveland, is 
the agency. 


IS TIME FOR 'BUTCH'—Fiorello H. LaGuardia, who retires as New York's 


vayor Jan. |, signs a contract with American Broadcasting Co. for a series 


f weekly broadcasts starting Jan. 6, sponsored by Liberty Magazine. Mark 
Voods, president of ABC, left, and Edward J. Noble, chairman of the board, 
watch the process at City Hall. (Story on Page 40.) 
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HELP WANTED—Real Silk Hosiery 
Mills, Indianapolis, is using full-page 
ads in Life, such as this one, to enlist 
prospective salesmen and branch sales 
managers of new offices now being 
opened. Sidener & Van Riper han- 
dies the account (AA, Dec. 17). 


CHAMELEON—Glamé is the 


name 
of this new plastic material that drapes 
like cloth and changes color under col- 
ored lights. Made of regenerate cellu- 
lose manufactured by Sylvania Indus- 
trial Corp., the material was invented 


by Maurice Brule, textile designer. 


ASBESTOS IN ACTION 
WITHSIOO0 BOTH 


HURRICANE 


ond 


KEASBEY & MATTISON 


COMPFUND « MHL - PENNST EV ENED 


‘ILL WIND'—Keasby & Mattison Co., 
Ambler, Pa., uses an ad within an ad 
to show how its April, ‘45, claim for 
“asbestos in action” stood up under 
the fire and hurricane which destroyed 
the Richmond, Fla., naval air station in 
September. The copy was placed by 
Geare-Marston, Philadelphia. 
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GETS AWARD—W. C. DeVry, left, president of DeVry Corp., Chicago, re- 

ceives the certificate of merit of the New York Museum of Science and Indus- 

try from Robert P. Shaw, director, as Conover model Kyle MacDonnell pro- 

vides the decoration. The award was made in recognition of the DeVry 

organization's development of movie equipment for use in training and enter- 
tainment of Army and Navy personnel. 


REDESIGNED—Stokely-Van Camp, Indianapolis, has given Tenderoni this new 

window-type package with the product pictured in actual color and length. 

The back of the box supplies general directions for cooking, with four illus- 
trated recipes. 


FOR DEALERS—Fisk Rubber Co.'s trademark, to be featured more strongly 


than ever in ‘46, has been made into a life-size statue, which will be made 
available to dealers for indoor display. Admiring the boy, here, are R. C. 
Moore, left, Detroit divisional sales manager, and J. C. Ray, Fisk sales manager. 


sae sl By 
SHEAFFERS 
HOMECOMING—Without any product identification, this Christmas display 
of W. A. Sheaffer Pen Co. features the reproduction of an oil painting by Fred 
Mizen designed to convey the spirit of Christmas homecoming. Sheaffer al- 


truistically explains to dealers: "It will add quality to your window and to any 
gift merchandise you have on display.” 
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“Please, Brother Anselm, unchain the book! Please let me 
take it home to read!” 

It was hard to refuse the bright-eyed boy who had learned 
so well, and loved so much to read. But the good monk shook 
his head. 

“If this book were to be lost,” he said, “it would never be 
replaced; for it took many years to make, and of its kind it is 
the only one in the world.” 

So, young Johannes Gutenberg went home empty-handed, 
the conviction that there should be books enough for all 
already burning fiercely in his breast. 

In those days books were made laboriously, one at a time, 
by lettering upon parchment with pen and ink. The making 
of such a book might take many months or years. Small 
wonder that they were available only to the learned or 
wealthy few! 

But in 1436 Gutenberg, still faithful to his dream, perfected 
one of the most important inventions of all time—the art of 
printing from movable type. 
™ At one stroke, books were brought within the reach of all! 


The significance of this great step forward in human prog- 
ress was admirably stated by Gutenberg himself. “Let me tell 
you, wife,” he is reported to have said, “nothing yet invented 
by man ever made such inroads upon ignorance as this will 
make. .. . Everybody, by and by, will learn to read written 
language; and the knowledge locked up in cloisters will be 
poured out freely to the thirsty multitudes.” 


« He was supremely right. Out of Gutenberg’s rude press) 
flowed a sparkling rivulet of words which was to swell into 


the mighty torrent of books, newspapers and magazines 
which we all read and enjoy today. 


Reading Enriches Life 


Gutenberg knew, as this world’s great have always known, 
that the richest rewards of life are to be won by an active and 
well-stored mind. And in reading he saw the key which would 
open to teeming millions the golden storehouse of knowl- 
edge. For it is the impression value of what one sees that registers 
indelibly and is never forgotten. 


Reading is the great educator, the great source and foun- 
tainhead of ideas. And reading of a variety and abundance 
beyond Gutenberg’s wildest dreams is to be found within the 
pages of The American Weekly. There is reading about people 
... their hopes and fears .. . their joys and heartbreaks . . . 
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One of the most significant moments in human bisto 


their loves, hatreds, follies . . . their achievements and dis- 
appointments. There is reading about science, art, literature 
. - - about history and exploration. Two recent articles, for 
example—“Formula for Bliss,” a hint on marital happiness; 
and “Are the Ice Ages Really Behind Us?” a scientific dis- 
cussion of climate—give some idea of The American Weekly's 
wide range of subjects. 


This fascinating and ever-new story of life in our time is 
brought regularly before the men, women and children in 
more than 8,000,000 homes by The American Weekly, the 
magazine which is distributed through a group of great 
Sunday newspapers from coast to coast. 


The manufacturer who associates his product or his 
company’s name with such an influence is tying in with 
the most powerful known force in advertising. 


MERICAN 


\\/EEKLY 


[MaIN OFFICE: 959 EIGHTH AVENUE, NEW YORK 19, N. Y. 


BRANCH OFFICES: 3 Winthrop Sq., Boston 10 + Arcade Bidg., St. Lowis 1 + Hearst Bidg., Chicago 6 + 101 Marietta St., Atlasta 3) 
Hanna Bldg., Cleveland 13 + General Motors Bldg., Detroit 2 + Edison Bidg., Los Angeles 13 + Hearst Bidg., San Francisce 3 | 


2, was that in which Johannes Gutenberg took 
from bis primitive band press the first words ever printed from movab 


HE UNCHAINED the BOOKS... 
and REED the thoughts of men 


le type 


whic 
tuni 
wor] 
wor] 
aller 


til 
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